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F igures for 1931 show that 
in leading patterns of 1847 Rogers Bros.— Genuine 
Original Rogers Silverplate—more than sixty per 
cent of the sales of hollow handle knives were Viande. 


Although Viande is less than three years old, each 
year has shown an amazing increase in popularity— 
climaxed by 60% of sales in 1931. 


1932 is going to be an even bigger VIANDE year 
— get ready for it with the new “Her Majesty” pattern. 


Check your stock now to be sure you have enough 
Viande knives and forks for 1932 increased demands. 


The mark of the International 
{ > Silver Company—a guarantee 
SU oof quality. 
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INTERNATIONAL SILVER COMPANY 
MERIDEN, CONN. 





NEW YORK: 9-11 MAIDEN LANE The Viande knife and fork illustrated are in “Her 
CHICAGO: MERCHANDISE MART eapeeny poe. 

Emily Post, author of ‘‘Etiquette,’’ in endorsing 

SAN FRANCISCO: 150 POST STREET the new Viande knife, writes: “‘The new Viande 

ST. LOUIS: AMBASSADOR BLDG. knife is a i pet yl implement. It is so beauti- 

F fully balanced and so easy to cut with... . it is 

ATLANTA: HURT BLDG. the first ‘modern’ object that I have seen which 


really out-comforts old fashion." 


* Trademark— Knife: U. S. Patent Applied for; 
Canadian Regis. Granted Feb. 11, 1930. 
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Just before the big presses are run, the 
editor gets his stone proofs. He has three 
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Happy 
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SPEAKING OF THE JEWELRY TRADE 4 a4 a« 


Arthur Brisbane, the famous 


editor of the New York American, 
has the ability to express a psycholog- 
ical principle tersely and often in a 
way that may seem contrary to gener- 
ally accepted notions. Among his re- 
cent pieces of advice to the public 
in which to use a slang expression, he 
“rang the bell,” was that in regard 
to the giving of Christmas gifts, that 
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appeared a few weeks ago. In this 
he stressed the fact the giver would 
find it worth while to give to those 
who least expect it and if they wanted 
to please an older person to give 
something not practically useful but 
ornamental or beautiful. He con- 
cluded with this sentence: “It may 
surprise you to learn that a lady of 70 
would prefer a necklace, bracelet or 
ring to a warm knitted shawl,” and 
Brother Brisbane need not have lim- 
ited his pronouncement to this fun- 
damental principle to the lady of 70 
but might have included those from 
17 to 77 with equal force. 


4 ¢ 4 


te sisters, Constance 
and Ethel Austin hold unique posi- 
tions with a London jewelry firm. 
These two young ladies are known as 
“Pearl Doctors” and administer to 
the strange needs of “sick” pearls. 
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Pearls are composed of successive 
layers of skin very much like an 
onion, and sometimes the outside 
skin must be peeled off to remove a 
blemish. Sometimes they develop 
spots. These operations on pearls are 
very delicate, but the two young wo- 
men “doctors” are said to be expert, 
and treat pearls valued at thousands 
of dollars every year. A famous 
“pearl doctor,” of New York, was 
the late John Haacke, who during a 
great part of his career did the bulk 
of the pearl improving for the met- 
ropolitan gem trade. 





ASK ME ANOTHER 


Q. What has become of our national pur- 
chasing power? 

A. It has gone into hiding. 

Q. What do you mean into hiding? 

A. Into savings banks to the tune of some 
28 billion dollars, where it has been taken 
out of circulation and reinvested in capital 
goods, 

Q. Do you advocate withdrawing large sums 


of this money? 

A. Not necessarily; but | do believe that if 
we continue to hide away our money we 
shall have less and less money either to 
hide or to use. 


Looe 6TH. 


President 
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he soundest suggestion 
that can be given to the jeweler as a 
New Year’s resolution is: Be honest 
with yourself—look at things flatly 
and don’t be afraid to face the dis- 
agreeable facts,” said G. H. Nie- 
meyer, president of the Brotherhood 
of Traveling Jewelers. “One im- 
portant way in which the jeweler can 
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be honest with himself is in his in- 
ventory—in making it reveal a real 
condition and not an imaginary one. 


You can take your inventory to 
fool yourself, 

You can take it hoping to fool 
someone else, or 

You can take it so that it will 
tell you the truth about your 
condition. 


“If a merchant’s statement shows 
a profit in the way of dollars in the 
bank, it represents real worth. If it 
simply shows a profit in the way of 
merchandise on his shelves, it shows 
only a speculative worth. If it shows 
a profit based only on what the mer- 
chant thinks the goods can be sold for 
and not the amount he can turn them 
into cash, the inventory is deceptive, 
at least, for a basis for future plan- 
ning. Inventories should be taken 
with the idea of eliminating as much 
as possible the speculative element 





and charging all prospective losses 
against the year that has just closed. 
The jeweler who resolves to make 
an honest inventory is taking the first 
step necessary to get his business 
down to a paying basis.” 
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That there was a 
scarcity of many kinds of merchan- 
dise during the Christmas season was 
apparent in a number of ways, and 








particularly in the inquiries received 
by the Service Department of THE 
JEWELERS’ CIRCULAR from jewelers 
who wanted at once goods that they 
could not get from their wholesalers. 
A letter from a leading Kansas re- 
tailer was typical of many received 
that indicated this condition. ‘This 
well-rated dealer, who began by say- 
ing that in the past they had been 
buying a line of jewelry from two 
very prominent jobbing houses in St. 
Louis and Kansas City, complained 
as follows: “In regard to both it is 
getting so it is now impossible to get 
anything from them with the excep- 
tion of ordinary staple lines. For ex- 
ample, we had a customer the other 
day who wanted a real nice compact 
to cost about $25 to $50. We wrote 
to one of these houses and all they 
had was one compact. We would like 
to” get in communication with some 
firms in the East who have a real line 
of solid gold jewelry, such as com- 
pacts, necklaces, bracelets, etc. Can 
you give us the name of such manu- 
facturers?” 

These statements, combined with 
those of jewelers who tell us they have 
lost sales because they could not get 
good merchandise in time, indicates 
that lack of proper distribution of the 
right merchandise has cost the in- 
dustry no inconsiderable amount. It 
is hoped that 1932 will see a remedy 
for this condition. 
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l: every retailer would 
use THE JEWELERS CIRCULAR’S 
merchandising articles as practical 
helps the way some enterprising sub- 
scribers are doing, they could make 
each monthly issue pay handsome divi- 
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dends. Among the many jewelers 
who took advantage of the informa- 
tion supplied in the last issue was 
Albert Edholm, Omaha, Neb., who 
writes: 

“Permit me to again comment on 
an article from your November issue 
of THE JEWELERS CIRCULAR, name- 
ly, ‘Every Other Sweetheart’s En- 
gagement Ring.’ This article was 
read aloud today at our regular morn- 

















ing store pep meeting and discussed 
by our store force. 

“T must say that although reforms 
are usually a long time in coming 
about that such work as this is in- 
deed constructive, much needed, and 
eventually will have its commensur- 
able result, and I for one wish to 
thank you.” 


TT “It Is Not a Custom 
with Me to Keep Money 
to Look At.” 

—George Washington. 


The thought expressed in 
the above quotation applies 
with the same degree of uni- 
versality today as it did in 
the days when our nation 
was a struggling but robust 
infant. 


A return to the ideals upon 
which our forefathers built 
this gigantic nation of ours 
would not be out of order. 


LET US JEWELERS SHOW 


THE WAY. 


[From the Main Wheel, published 
mt. by A. Blustein, Washington,D.C.] #~ 














[, speaking of the 
general situation in regard to pre- 
cious and synthetic stones an an- 
nouncement by Isidore Lassner, the 
president, and Leopold Nathan, the 
secretary of the Precious Stones Deal- 
ers Association, summarized condi- 
tions as follows: 

“In line with the rise of sterling 
and the firmness of platinum prices, 
the market for synthetic rough has 
jumped 70 to 100 per cent, depend- 
ing upon the colors. 

“The cutters in Europe are not 
filling any orders at the present time 
and are waiting for the new rough 
to establish their selling prices on the 
cut merchandise. 

“This rise will not only effect syn- 
thetic stones but all semi-precious 
stones such as amethyst, topaz, gar- 
nets, aquamarines, etc. 

“Stocks being very low, owing to 
conditions, this price rise should have 
a marked effect on the price of the 
finished jewelry.” 
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How far can the 


manufacturer control the signs and 
materials used in the sales promotion 





of his products? This was the point 
that the Gruen Watch Co. recently 
decided to settle, in seeking to make 
a Lexington, Ky., jewelry firm dis- 
continue the use of their shield indi- 
cating membership in the Gruen 
Watchmakers Guild. According to 
the company’s statement, when the 
Lexington jeweler refused the re- 
quest for the removal of this emblem, 
the company took the matter to the 
Fayette Circuit Court of Lexington, 
where a hearing was held before 
Judge King Swope. The evidence 
produced by the attorney for the 
plaintiff company was so strong that 
the Lexington jewelers “threw up the 
sponge” on advice of their attorney, 
who urged them to remove the em- 
blem as desired by the Gruen con- 
cern. Naturally, the retailers were 
forced to pay the court costs. In 
speaking of the incident, one of the 
representatives of the company said: 
“Tt is a well-known fact that many 
retail merchants handle certain prod- 
ucts largely for the prestige it will 
give their store, and do not actually 
give the product the sales support 
that they should. A number of jewel- 
ers have appeared anxious for a Gruen 
sales franchise, and later have used 
the products as a ‘football.’ ” 

The case may act as a precedent 
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that will encourage other manufac- 
turers to take steps to protect their 
outlet and give their legitimate cus- 
tomers the protection they are enti- 
tled to against the unfair competition. 


Se 





+4 4 


Bie retailer who 


has his own and his industry’s inter- 
est at heart should be especially jeal- 
ous of his position as an expert in 
the line that he deals and he should do 
nothing to countenance any plan or 
scheme that tends to undermine him 
in this position. As Henry W. Rank 
of the Rank & Motteram Co., Mil- 
waukee, recently said: “The public 
should learn to realize that they can 
take the word of their local legitimate 
jeweler in the same manner and on 
the same basis they take the word of 
the local lawyer and doctor in whom 
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they have confidence. This is par- 
ticularly true in connection with the 
new merchandise and selling schemes 
of which the ordinary buyer knows 
nothing. In fact, it is high time that 
the American public be made aware 
of the danger from some of the plans 
advertised. Also that they show an 
appreciation and confidence in those 
merchants who for years have served 
them so disinterestedly and so well.” 
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Retail Jewelers can 
tell many stories of the way the pub- 
lic has used the time of themselves 
and their clerks to select merchan- 
dise that they intend to get from 
other sources, but there seems to be 
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no way of stopping this abuse. A 
typical incident is one recently told by 
William H. Upmeyer of the Bunde 
& Upmeyer Co.,. Milwaukee, in con- 
nection with a girl who came into 
their store to select some flatware. 
The salesman helped her dig out the 
design and arrange for the selection 
of pieces and, in fact, put her in a 
position to give the order for which 
they waited. When this did not come, 
the prospect was followed up by tele- 
phone from time to time to find out 
if she was ready to give a definite 
answer. During the last telephone 
conversation, while the girl was 
“stalling,” saying “she hadn’t fully 
decided as yet,” the salesman heard 
her mother’s voice in another part of 
the room saying in substance: “Why 
not tell him the truth, admit that you 
have already bought it at wholesale 
and quit kidding him along.” 
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An interesting summary 
of the gradual decline of the gold 
jewelry industry is contained in a 
letter sent by one of the older and 
well-known 14-karat gold jewelry 
manufacturers who explains the grave 
problem that such people are facing 
and asks for a solution. After sum- 
marizing the conditions of the past 
with an extended list of the large 
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manufacturers of New York and 
Newark which made the industry 
famous, the writer, who signs him- 
self “Sterling Gray,” (which, by the 
way, is not his name), explains how 
such firms succeeded. In producing 
this merchandise the proper weight, 
quantity, originality, finish and de- 


sign were essential, and thus the rep- . 


utation of these manufacturers was 
maintained. A few of such firms still 
exist, he says, but very few. He ends 
with this question: “Are the outlets 
for merchandise of this class today 
sufficient to create a business? The 
writer must say no. Have we any 
retail firms who are looking for mer- 
chandise of this character and de- 
manding the same? I am afraid we 
have not. Conditions existing at the 
present time seem to emphasize price, 
price, PRICE, yet fine 14-karat goods 
were never intended to be in the price 
column. It looks to me as if the call 
at the present time is either for the 
finest platinum and diamond jewelry, 
on the one hand, or the cheapest, well- 
constructed machine-made gold goods 
of some style, on the other.” 


+4 4 


I, a joint statement 
by Senator Capper and Representa- 
tive Kelly concerning the reintroduc- 
tion of the Fair Trade Bill in its 
original form, they declared their in- 
tention to press the legislation to an 
early conclusion, saying: 

“Business conditions today impera- 
tively demand the stabilization of 
prices. The Fair Trade Bill offers 
the way for this action as applied to 
trade-marked identified merchandise. 
One of the leading causes of the 
present depression has been cut-throat 
competition, which demoralized prices 
and left no relation between value 
and price. 

“The bill we have reintroduced in 
both Houses simply restores the right 
which was universally recognized 
prior to the ‘Dr. Miles’ decision of 
the Supreme Court. It permits the 
independent competing maker of an 
identified product to enter into agree- 
ment with distributors as to the uni- 
form price at which it is to be sold.” 
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p erhaps the most 
significant feature of the present pe- 
riod in its economic bearings is the 
growing realization that we are real- 
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ly passing through a relatively peace- 
ful economic revolution from the 
years of post-war inflation to a new 
era of deflation, which must be com- 
pleted before any substantial recov- 
ery can be obtained, states the Guar- 
anty Trust Co. of New York in a 
recent issue of The Guaranty Survey. 
“We seem to have discovered at last 
that there has been no repeal of the 
old copybook maxims upon which 
progress has been built in the past, 
and that only as we push the necessary 
readjustments along the sound lines 





of demonstrated economic law and 
experience can we expect progress in 
the future.” 

And the jeweler can still apply the 
old copybook maxims to his business 
no matter how trite they may seem 
to sound in this sophisticated era. 
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Harold J. Lance 


formerly advertising manager for the 
Gorham Co., who has returned to the 
silver industry with the new Con- 
cord Silversmiths, Inc., said last week 
that he had come back to the business 
with absolute confidence in its future. 

“T left the silverware industry in 
the fall of 1929, just coincident with 
the advent of ‘the’ era of curtailed 
buying. I am returning to it coinci- 
dent with the advent of ‘an’ era of 
normal prosperity. 

“Tf the enthusiasm of myself and 
my associates (based on actual facts) 
is any measure of success—if the logic 
and clear reasoning gleaned from a 
thorough survey of the representative 
consumers are sound bases for pre- 
dictions, then I feel assured that 1932 
holds real promise for profitable jew- 
elry and silverware business for the 
retail jeweler. 

“When I say this will be accom- 
plished despite the ‘Gloomy Gusses’ 
and the extreme pessimists, I say also, 
it will happen despite the ‘Bally- 
hooers” and the extreme optimists. 
Summing up a brief statement more 
briefly: ‘It’s coming to them as works 
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for it’. 

















LARGER SALES THROUGH 
EXCHANGES 
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CASHING FHAT CHRISTMAS 
GIFT CHECK. 





ET “AFTER-CHRISTMAS" 






That it is possible 


to maintain a substantial volume of business during the 
post-Christmas period set down by many merchants as a 
“dud” season, has been demonstrated by Denver jewelers. 
By taking advantage of gift exchange requests to make 
further sales and by emphasizing seasonable merchandise, 
Denver stores have been able to build up a January trade 
equal to almost any other month of the year. 

Jos. I. Schwartz takes advantage of exchange requests 
either to increase the size of the original purchase or to 
make another sale. Herbert S. Schwartz, junior part- 
ner, estimates that in three out of ten cases where an 
exchange is made, the size of the sale is increased and 
in almost an equal number of cases, another—usually 
small—sale is made. Schwartz salesmen suggest to 
the person requesting an exchange, that by adding a 
small sum to the original purchase price, a much more 
desirable article can be secured. Other sales are often 
made by suggesting companion pieces for the original ar- 
ticle. The two weeks following Christmas are largely 
devoted to exchanges. 

Although Syman Bros. Jewelry Co. does not encour- 
age exchanges, the company makes a large number of ex- 
changed gifts pay for the extra time spent by giving spe- 
cial consideration to reasonable requests of this kind, 
thereby making additional sales in many cases. 

The Syman concern also secures a worthwhile volume 
of after-Christmas business by advertising the cashing of 









Christmas gift checks. Enough money is kept on hand 
to cash a large number of checks of almost any reasonable 
size. Many people unable to cash large checks in depart- 
ment stores or other retail establishments, come to Syman 
—and in many cases they make worthwhile purchases. 

Capt. Ted Syman has found two successful methods of 
removing from the after-Christmas clearance event, put 
on by a majority of jewelers, the “sale stigma.” Syman 
introduces his post-holiday event by stating that new 
stock has been ordered and that in order to make room 
for it it is necessary to clear out old merchandise. In 
mentioning prices, Syman names but one figure, never 
present and previous figures. He has found that extrava- 
gant price claims excite suspicion and attract very few 
people. 

Another Denver jewelry store has secured a worth- 
while volume of after-Christmas business by catering to 
delegates to conventions held here during January. An 
appeal is made to these prospects by means of letters with 
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MATCHING HER FLAT sctiltiliaasliitaaily 
SILVER WITH NEW SELLING THOSE 
PIECES CONVENTION DELEGATES 


BUSINESS > THIS WAY 


reprinted copies of newspaper advertisements attached, 
which are placed in the mail boxes of the hotels at which 








delegates stay. This company also places signs featuring A group of Denver, Colo., jewelers believe that 
gift merchandise in convention halls and other public following the holiday buying period there will be 
places where delegates gather. ; many opportunities to develop “After-Christmas” 

The sale of gifts for the New Year is a profitable field business. To get this business, they will go after 


of activity during the last week in December at one Den- 


ver jewelry store. This firm advertises such items as testieeens team Behind sail 
cigarette cases, lighters and holders, single silver pieces —— ew eee eee 


and imported novelties for New Year’s gift use. “Remedy impulse, however, is head idea that will interest the 
Your Christmas Oversights By Sending A Gift For the individuals to whom it is directed. 
New Year,” reads one advertisement of this company. Many of the ideas are based upon the fact that 


Another Denver jewelry store does a large volume of cash, = Christmas gifts will be widely distributed 
post-holiday business on brand new items, not introduced and with this in mind they will make an appeal 


it with a definite merchandising plan and in some 


until after Christmas. Each year one or two such num- which will attract much of this “After-Christmas” 
bers are stocked expressly for sale at this season. Says spending money to their stores. Don’t be content 
the proprietor: ‘People who will not buy standard mer- to sit back and say “There won’t be any business, 
chandise of any description will seize upon an inexpensive after the holidays.” Rather adopt the attitude 
and novel number after the holidays.” that Christmas offers additional post-holiday sales. 


A leading Denver jeweler has been very successful in 
featuring birthday gifts during the month of January. 
In newspaper advertising and direct mail this store plays 
up lower priced watches, smoking accessories and rings 





for birthday gift use. This company has found it neces- Another Denver jewelry firm has increased the after- 
sary to concentrate upon lower priced merchandise because Christmas sale of silver by sending personal letters to 
of a general lack of ready cash following the holidays. women who received a portion of a set for Christmas, 
This same store has found it advisable to cater to suggesting that they buy companion pieces with gift 
women during the after-Christmas period. “Women are money. Prices are quoted for individual pieces and for 
better spenders than men when they have money,” the the remainder of the set. 
manager says. “They feel at liberty to buy novelties they A series of three letters sent out to regular customers 
have long desired, with Christmas gift money.” Imported during the month of January, each featuring a different 
odds and ends of silver and oriental ware create a demand class of merchandise, was responsible for a large increase 
from women. Women are appealed to through window in after-Christmas sales at “Jacler’s” last year. Each type 
displays in which are shown assortments of imported of merchandise emphasized appealed to a different class 
novelties from all over the world. of customer. 
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BETTER TIMES AHEAD 


Modern Electric Clocks 
for the Modern Home 











NEW CLOCKS FOR 


1.A mantel or desk design sure to attract at- 
tention. 





2. Hall clocks are always welcome. This one 
has Westminster chimes and a polished ma- 
hogany case. 


3.A modernistic boudoir or desk model of 
pleasing design. 


4. Every owner of a Colonial or Early American 
home will be interested in this dainty boudoir 
or desk clock. 


5.A clock for discriminating purchasers. A 
beautifully inlaid design. 





6. An unusual offering styled to meet the mod- 
ern trend. 


7.A small banjo clock for the den or living 
room. 


8. A clock for those who love the sea. Equipped 
with ship’s bell strike. 


9. A combination clock and lamp in the modern 
vogue. 
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Time Telling Goes Electric 
in These New Models 











THE NEW YEAR 


10. This alarm clock is carefully styled and has 
an all metal non-tarnishable case. 


11. Onyx model of classic beauty in chromium 
plated case. 


12. Here we have a clock with many distinctive 
features. 





13. This attractive mantel clock is an attractive 
addition to any home. 


14.A modern mantel clock which combines 
charm and utility. 


15. A dependable and popular selection sure to 
meet with approval. 


16. This electric clock will operate on house cur- 
rent or from a battery. 


17. An attractive combination clock and desk set. 
18. A table or mantel model finished in walnut. 


19.A suggestion for the library: combination 
chime clock and book case. 





20. A finely tooled model with raised figures and 
gilt hands. 
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JEWELRY FOLLIES 


By 
MURRAY 
i 
FRENCH 


The Old Veteran chuckled broadly 


to himself as he entered Don Patty’s jewelry store one 
crisp January morning. 

“Some show I saw last night!’ he announced. “I was 
taking in the sights and happened upon a big electric 
sign, ‘Follies of 1931.’ Well, you know me, Don. But 
when I got inside it seems I was in a jewelry store in- 
stead of a theater. There was a stage and 

“So it’s a dream you’re wasting my time with!” ob- 
jected Patty. “Really I’m too busy for dreams, Old 
Vet.” 

“But wait! This was a jewelry dream and you were 
one of the main actors. As I said, there was a stage in 
this jewelry store and a big placard reading, 


JEWELRY FOLLIES OF 1931 
90 Proved Ways of Losing Money 


“Then, instead of chorus girls there tripped out, hippity 
hop, all the jewelers I knew—one by one—and each re- 
‘ited all the foolish, unwise statements he had made dur- 
ing 1931. Little trivial remarks that lose money and 
drive customers away.” 

Patty colored up. ‘Well, wh-what did I say?” 

“T wouldn’t like to hurt your feelings, Don.” The 
Old Veteran’s eyes twinkled. “So suppose I write down 
what they all said. Then you pick your own ‘Follies.’ 
And Don—don’t repeat them in 1932.” 

So here is the Old Veteran’s list of “Follies of 1931.” 


an 
° 


32 


90 PROVED WAYS OF 


1. “Your credit is good, Mister. You have such an 
honest face.” 

2. “This line isn’t selling now so let’s chuck it back in 
the stock room. It will be good as gold some time.” 

3. “Sure, I’ll endorse your note.” 

4. “Me keep stock books? Say, I know what’s selling 
and what isn’t!” 

5. “Sorry to let you out, Sam, but I know where I can 
get a cheaper clerk.” 

6. “Why should I read THE JEWELERS’ CiRCULAR? 
Nobody can tell me how to run my business.” 

7. “Just watch me force my competitor out of busi- 
ness.” 

8. “I guess this shipment probably checks with the in- 
voice. I’m too busy to count everything right now.” 

9. “My insurance can wait a few days.” 

10. “I don’t need to be strict about my cash drawer. 
My clerks are all honest.” 

11. ‘This trim has been in the window only two 
weeks, we can change it next week.” 

12. “If I lowered my prices a little I would double 
my business and make a lot of money.” 

13. “I know I’m making a profit even if my figures 
say I’m not. They’re wrong somewhere.” 

14. “My customers belong to me.” 

15. “What good did the Chamber of Commerce ever 
do me?” 

16. “I never knock my competitors but—sh—So and 
So would steal your crutches.”’ 
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OF 1931 
LOSING MONEY 


17. “Well, if folks feel like leaving home and buying 
in the big city, I can’t stop them.” 

18. “I'll give longer credit terms than anyone else 
will.” 

19. “Ship me two dozen of this and three—no, four— 
dozen of that. I’m too busy to write out an order.” 

20. “I guess I’ll stop advertising a while.” 

21. “Budget? That’s for weakminded storekeepers. 
I have brains.” 

22. “I never take a vacation.” 

23. “I buy from a lot of different wholesalers so as not 
to have any big bills.” 

24. “Yes, sir, I always take an ad in every lodge pro- 
gram, yes, sir!” 

25. “Why should I charge my jewelry business with 
any rent? I own the building, don’t I?” 

26. “Hello. Oh, hello, Tom. . . . No, 
no golf today, we're too busy. . . Yeah, I know, 
but we’re too busy. . . . Oh, you say he has... . 
Okay, I’ll be right out, ten minutes. So long.” 

27. “Let’s put everything we’ve got in one window.” 

28. ‘““My wife says my store is dirty and unattractive. 
Say, what does she know about business?” 

29. “Hiring an auditor to check my accounts is a 
waste of money.” 

30. “I never spend more than five minutes getting 
up an ad.” 

31. “My windows look dim at night. But there’s 
no use wasting any more light on them because I notice 
nobody looks at them, anyway.” 
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In this review of typical business inefficiencies 
Old Veteran highlights many common faults that 
may or may not occur in your store. Of course, no 
jeweler is guilty of all or even a large part of the 
errors pointed out, but perhaps among them you 
will recognize some serious practice that you will 
want to eliminate during -932. 

In attacking the problems of the new year every 
possible store efficiency and effective selling argu- 
ment will have to be utilized to maintain your vol- 
ume of business. You may draw many helpful and 
positive conclusions from these negative practices. 
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32. “Why should I charge myself with the merchan- 
dise I take for my own use? It’s mine, anyway. I hate 
red tape.” 

33. “The city directory is a dandy mailing list.” 

34. “There’s no use speaking to customers who come 
in when we're busy. If they want anything they'll wait. 
If not—let ’em go.” 

35. “I can’t waste my time teaching clerks how to sell 
jewelry.” 

36. “The Credit Association is entirely too suspicious 
about people’s honesty.” 

37. “Keeping a list of customers is more trouble than 
it’s worth.” 


38. Pewter Pitcher $5.70 
Bon Bon Dish 2.60 
Bridge Ash Set 1.20 

Total $9.50 


39. “I’m going to put a new floor in the window—ho 
hum—some day.” 
40. “Hello yes, Mrs. Brown . . . you 


(Turn to page 71) 
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A Loss to the Industry 


N the death of Harry Clifton 
Larter which occurred Dec. 7, the 
entire jewelry industry suffers a loss 
which it can ill afford at the present 
time. Mr. Larter was not only one 
of the outstanding leaders in the vari- 
ous movements looking to the better- 
ment of the trade but his leadership 
was of the rare type that induced in 
others a willingness to sacrifice time 
and effort with him in any movement 
for the development and progress of 
the industry, or in establishing and 
maintaining high ethical standards. 

For over 20 years, Mr. Larter de- 
voted a large part of his time to the 
work of our organizations and to the 
various movements started to correct 
trade abuses. It was under his leader- 
ship as chairman that the Jewelers’ 
Vigilance Committee did the wonder- 
ful work for the industry during the 
strenuous times of the World War. 
It was also under his leadership that 
the Cooperative Bureau was started 
which has done so much for the re- 
covery of stolen merchandise and it 
was also under his leadership that our 
crime fighting organizations became 
consolidated in the Jewelers’ Security 
Alliance of which he was president at 
the time of his passing. 

For nearly two decades he had 
worked actively in stamping legisla- 
tion of all kinds and was chairman of 
the Clearing House Committee which 
sought to bring accord between the 
different elements of the trade seeking 
national and state legislation on gold, 
silver and platinum marking. 

Wherever welfare work was to be 
done or movements for trade better- 
ment organized, particularly in the 
east, Mr. Larter’s ability and knowl- 
edge were called on and never with- 
out immediate response. His multi- 
farious activities in trade association 
work are shown in the list, published 
in another column, of the various or- 
ganizations of which he was either the 
head or one of the guiding spirits. 

To say he left an impression on the 
industry to which his whole business 


career was devoted is to give but a 
slight idea of what he accomplished 
in his four decades in the jewelry 
trade. His passing leaves a void that 
it will be hard to fill and the loss to 
the industry will be realized even 
more fully as time goes on. 


$04 
The Christmas Trade 


ESPITE the gloomy. prediction 

of the pessimists, there was a 
Santa Claus this year: 

Presents were given universally, 

with the result that the jewelers of 


T Where the Jeweler 7 
Stands on the Tax 
Question 


The Federal government is fac- 
ing a deficit this fiscal year of 
more than $2,000,000,000. 

The money must be raised. Some 
of it, most of it or all of it may 
have to come from taxes. 

In any event taxes will be greatly 
increased in the coming year. 

The jewelers of the country are 
ready and willing to assume their 
share of this tax burden, but they 
will fight discrimination 
against their business. 

They do not want a tax on com- 
modity sales but if such a tax is 
to be levied, they want it drawn 
as broadly as possible to cover all 
commodities either in the way of a 
general Federal sales tax or a very 
small turnover tax. 

The jeweler must commit 
himself only against a se- 














lective sales or a luxury tax. j J 
= 
the country had a Christmas trade 
that will add considerably to the total 
of the sales of 1931. First reports 
indicate that the Christmas busi- 
ness, while in no way up to the 
figures of the good years preceding 
1929, was in many sections much 
more than was anticipated and in a 
large number of others distinctly sat- 
isfactory when compared with the 
general business condition of the 
country: That some retailers fell 
down on their sales was not surpris- 
ing but in many such instances it was 
largely due to the fact that the jewel- 
er, numbed by the business depression 
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around him had not made the effort 
to get the holiday business that was 
possible, or, that he had not the stock 
necessary to supply the demand of his 
customers. 

Stocks throughout the country were 
low compared to the previous years 
and manufacturers, wholesalers and 
importers who were called on in the 
last minute to supply large quantities 
of goods, did not do the business with 
the retailer that the retailer did with 
the consumer. 

Unless all signs fail, it looks as if 
retailers in many sections of the coun- 
try will start off the year 1932 with 
lower stocks than they have had for 
many years. This should put the en- 
terprising dealer in the position to 
readjust his business on the basis of 
the buying power of his customers and 
take advantage of any change for the 
better that may be manifest in the 
early months of the coming year. 


+4 ¢ 


“Synthetic Diamonds” 


GAIN the old story about the 
manufacture of synthetic dia- 
monds has appeared in some of the 
newspapers of the country, this time 
based on an alleged announcement by 
a Dr. Senftner, a chemist of Berlin, 
Germany, of a formula by which he 
can make “diamonds of any size” 
from olivine melted with 200 
grammes of iron mixed with a little 
coal. One is not surprised at the re- 
currence of reports of this kind in- 
asmuch as they have appeared regular- 
ly for over 30 years, but we are still 
surprised that at this late day any 
editors of responsible newspapers 
should be willing to publish these 
stories without any attempt at veri- 
fication. 

It is an established fact that dia- 
monds have been made in the labora- 
tory, Professor Moissan having estab- 
lished this from a chemical standpoint 
in the latter part of the last century. 
But the fact is interesting purely from 
a scientific and not from a practical 
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or business standpoint as neither 
Moissan nor any of his successors ever 
succeeded in making anything more 
than crystals of minute size and at 
a cost so high as to make them imprac- 
tical, even had they been large enough 
to cut. This fact, however, has given 
notoriety seekers a chance to get pub- 
licity and sensational story writers an 
opportunity to use their imagination 
in predicting the manufacture of syn- 
thetic diamonds from time to time. 

That newspaper editors should 
allow themselves to be duped again 
and again by the.story that commer- 
cial diamonds can be made, is remark- 
able in view of the fact its absurdity 
has been so constantly exposed by 
eminent scientists. 


, oF 


Develop the Business of 
the Repair Department 


NE thing that has been made 
manifest during the hard strug- 
gle for business experienced by the re- 
tail jeweler in the last year or more, 
has been the importance of his repair- 
ing department. For in the struggle 
to exist during the depressed months 
of 1931 and even before that, many 
jewelers have been able to carry on 
mainly by reason of the income which 
this end of the business has brought 
to them. Were it not for the watch 
cleaning, repairing and jewelry work 
that they have been able to do for 
their customers, many small repairers 
and even larger ones tell us, they 
could not have obtained a sufficient 
cash income to support themselves and 
their families. In fact, many prac- 
tical jewelers who for years had got- 
ten away from the technical end of 
the business and devoted their efforts 
to buying and selling alone, had to 
go back behind the bench, thankful 
that they had not yet lost their skill 
as a watchmaker, as an engraver or 
a jewelry repairer. 
For this reason, 1932 should see 
the repairing side of the jewelry busi- 
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Why Not Start This Ball Rolling Now? 





ness in a position of greater import- 
ance than it has been for years and 
we urge our subscribers, whether their 
business be large or small, to fully de- 
velop their watch, clock and jewelry 
repairing departments and to capital- 
ize their ability as technical men with 
their customers. They should do this 
not only to obtain added income but 
also to cement contacts with ‘custom- 
ers through repair work that they 
may hold these patrons until better 
times occur. At the same time they 
can obtain new repair customers who 
can later be transferred into sales cus- 
tomers. 

For this reason, we hail the at- 
tempt being made to interest the pub- 
lic in the so-called Watch Cleaning 
and Jewelry Repair Week beginning 
Feb. 24, now being sponsored by the 
American National Retail Jewelers’ 
Association and which is described 
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fully in the special section of this 
issue devoted to the stressing of the 
development of the jewelry repair 
department. Jewelers who have not 
been acquainted with this movement 
should read the facts published and 
obtain any other particulars desired 
from the secretary of the A.N.R.J.A. 
at his headquarters in New York. 

Whether or not business picks up 
immediately, the effort to bring the 
repairing department of the jewelry 
business before the public, the em- 
phasis on its importance and the in- 
creased income that will come to the 
jewelers therefrom cannot fail to be 
of advantage to the industry as a 
whole. The repairing department of 
the jewelry business is an asset, the 
possibilities of which have never been 
fully capitalized and the movement 
now to do so should bear fruit for 
many years to come. 








HOW to PLAN your WORK 


JEWELERS’ CIRCULAR 





What THE JEWELERS’ CIRCULAR 
Business Planning Chart Is and Does 


iF is the outgrowth of a 
tremendous merchant demand for a system of planning 
that will replace guessing with knowing, hopes with facts. 

It is the retailer’s lighthouse, warning him of danger— 
in time. 

It points out when expenses are out of line and helps 
find the faulty items. It tells when mark up is too low. 
It flashes a signal when purchases are coming in faster 
than sales are going out. It guards against inadequate 
stocks. 

It does all those things in time for corrective action. 

It is equally suited to either large or small stores carry- 
ing either specialty or general lines of jewelry. 

It is individual. You use your own figures. You tell 
yourself what your store needs. The chart simply col- 
lects the facts and shows their relation to each other. 

But best of all, it can be installed gradually, one func- 
tion at a time, without disrupting present systems or re- 
quiring any outside expert help. 

Now a word of warning. Do not rush headlong into 


this whole thing. It is unbelievably simple if you will: 


start slowly and take only one thing at a time. 


SALES 


Sales, of course, come first. Column | is your esti- 
mate of what your sales will be; Column 2 adds these 
estimates together month by month. In estimating sales 
be sensible and honest with yourself. Putting down big 
figures on your plan will not increase your volume one 
dollar. It will only unbalance the rest of your plan. 

It is best not to fill in the whole year’s plan at once. 
Wait. Things may look different. Dividing the year 
into two six months’ planning periods works best. 

Column 3 shows the actual retail sales and Column 4 
the actual cost of these goods sold. It is presumed you 
already put the cost as well as the selling price on every 
sales ticket and that you add these up day by day so that 
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at the end of the month you have the total cost of every- 
thing you have sold. 

Column 5 shows the actual mark up per cent on the 
goods sold that month. Columns 6 and 7 are merely 
Columns 3 and 4 added up month by month. Thus the 
December Column 6 would show the total retail sales 
for the year, and Column 7 the cost of the goods sold. 

Column 8 is most important. It represents the earn- 
ing power of the business. It shows the met mark up 
per cent on the year’s sales. It does not show the original 
mark up, because many of the items were sold at less 
than original price. The original mark up must include 
a reasonable leeway for mark downs and shortages. 

Charting your sales and determining your earning 
power in this way is very simple. You should get it well 
in hand before going farther. Then take up either ex- 
penses or merchandise receipts, but not both at once. 


EXPENSES 


The monthly and cumulative expenses are handled in 
much the same manner as the sales. Here is where the 
Business Planning Chart begins to show its worth. 

Comparing the monthly expense percentage in Column 
12 with the monthly mark up percentage in Column 5 
you will see at once just which months are making money 
and which are losing. 

You will be constantly comparing the maintained mark 
up in Column 8 with the expense percentage for the 
year-so-far in Column 14. The difference between these 
two percentages is your profit. 

So when the figures in 8 fall below those in 14 some- 
thing must be done at once. You must do one, or all, of 
these three things: 

1. Increase your mark up. 
2. Reduce expenses. 
3. Increase volume on same expense. 

There is nothing new in that statement, but the Busi- 
ness Planning Chart flashes its danger signals before your 
eyes instead of allowing you to wait till the end of the 
year to find out the condition of your business. It is too 
late then. 
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and WORK your PLAN 


BUSINESS PLANNING CHART 





How much should expenses amount to? There is a 
question often asked but never answered. ‘There is no 
answer. Some jewelers can make money even when their 
expenses run close to 45 per cent; others lose money even 
with expenses under 35 per cent. 

The best answer seems to be this: Whatever your 
expense may be, see that your net maintained mark up is 
at least 5 per cent higher. : 

Even that will not assure you 5 per cent net at the 
end of the year, for your inventory depreciations and 
stock shortages must be deducted then. 


Jewelers do not particularly need to be reminded of 
these basic rules of business. What they need is a day 
by day sign post to tell them just how well they are 
living up to these rules. If a jeweler keeps headed in 
the right direction all through the year he will arrive at 
the right destination at the end of the year. That is the 
purpose of the Business Planning Chart. 

Every jeweler realizes that expenses must vary with 
the amount of business. When business is on the up 
grade expenses increase and the merchant pays little at- 
tention to them. He expects them to increase. 

But the tragedy comes when business declines. Those 
increased expenses have become a part of the business and 
cannot be easily cut off. So often the result is that the 
business suffers a loss instead of making a profit even 
though it is still doing a good volume. And the basic 
cause of that loss is nothing but the carelessness developed 
by a previous period of rising business. 

Jewelers therefore have found there are two times 
when expenses must be watched most carefully, first, 
when business is rising; second, when business is falling. 
That is not intended as a flippant remark. It is just 

- another way of saying this: Business cannot prosper 
unless expenses are watched all the time. 

But it is mere child’s play to say blindly: “We'll slash 
expenses two hundred dollars next month.” Common 
sense would tell the merchant he must put down on paper 
exactly where he proposes to cut expenses, and by how 
much. The Detailed Expense Chart provides a plan on 
which to work. 
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DETAILED EXPENSE CHART 


At first glance this chart looks exceedingly compli- 
cated. It is really extremely simple if you continue to 
go slowly, tackling only one thing at a time. 

Pay no attention to separate expense items for a while 
but work only with “total expense” till you see how easy 
it is handled on the upper chart. Then begin on the 
separate items. 


Looking over the expense classifications you will prob- 
ably see they do not agree with the classifications you 
have been keeping. Change the chart, if you like, to 
match yours. 

For instance, a small store will have all salaries in 
one account, not three. All right, use only one line for 
the salary expense. 

All the other classifications are self-explanatory except 
the one called “Fixed Group.” This is intended to in- 
clude, taxes, insurance, interest, fixture depreciation, tele- 
phone, and inward express and parcel post. 

These are important expenses and should be kept in 
separate accounts in your bookkeeping system. But they 
are grouped here because they cannot be “controlled” 
from month to month. They are “fixed” more by the 
merchant’s general policy than by any decisions he may 
make from day to day. Rent is a similar item but is too 
big to be denied a separate line. 

All the other expenses listed can be budgeted intelli- 
gently from month to month. They can be and should 
be “controlled” daily by constant, diligent vigilance. 

Salaries and advertising offer the greatest opportunity 
for results from budgeting. Yet in both these items the 
best results are not always obtained by the simple process 
of cutting down. Rather is profitable operation the result 
of handling these expenses so there is no waste—so that 
every dollar spent brings back more than a dollar in 
returns. 

These two expenses are the ones to tackle first. Then 
as the months go by, gradually fill in the “Plan” column 
on the other classifications also. Whether you fill in all 


(Turn to page 81) 
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Monthly ’ Monthly | Monthly | Mark Mark 
19-....]] Retail . Retail Retail Cost Up % Retail Up.% || Monthly | Cumulative 





Feb. 


DETAILED 
JANUARY FEBRUARY MARCH APRIL May JUNE 


Plan| Actual |} Plan} Actual |] Plan} Actual || Plan| Actual |} Plan| Actual || Plan} Actual 
Owners’ Salaries 
Selling si 
Other ™ 
Rent 
Advertising 
Heat, Light, Power 
Wrapping and Delivery 
Supplies 
Bad Debts 
Fixed Group 
All Other 


Total Expense 


EXPLANATION OF CHART YF F sa east of om sold since first of year, figured in same way 
rom umn 4, 
1, Enter estimated sales for the month. 8. First find gross mark 2 for year by. subtracting cost sales (7) 
2. Enter total planned sales since first of year. Thus March space from retail sales (6). Then divide this mark up by total retail 
will show total of planned sales for January, February and March, sales (6) which gives the mark up per cent for the year. 


3. Enter actual net sales for month. 9. Enter planned monthly expense. 
10. Enter cumulative planned expense from first of year. 


4. Enter cost of goods sold that month. i 

5.. First find gross mark up by subtracting cost sales (4) from re- 11. Enter actual monthly expense from Expense Chart below. _ , 
tail sales (3). Then divide this mark up by retail sales (3) which 12. Divide amount in Column 11 by amount in Column 3, giving 
gives mark up per cent for the month. , monthly expense percentage. : 

6. Total net retail sales. from first of year. Thus March space will 13. Enter total expense since first of year by totaling amounts in 
show total of January, February and March sales from Column 3. Column 
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But the planned sales 


of February’s planned sales (Column 1). \ 
Column 1 are at retail. The cost of these will be found by 
jo aa your customary mark up. This mark up may have to be 


14, Divide amount in Column 13 by amount -in Column 6 to find ex- ‘ 
mse percentage since first of year. in 
15. Enter’ planned merchandise receipts for the month. This is your 
buying budget, explained more fully on other side. 
16. Enter total planned receipts from first of year by totaling amounts 
in Column 15, 20. 
17, Exiter actual merchandise receipts for ‘month. : 
18. Enter total merchandise receipts from first of year by totaling 
amounts in Column 17, 
19, The planned stock for the end of February, for instance, is found 
by taking the planned stock for the end of January, adding 
ebruary’s planned réceipts (Column 15) and subtracting the cost 


éstimated at first, but will be found definitely after Column 8 

has functioned a while. 7 

The actual stock on hand at the end of February, for instance, 

is found by taking- actual stock at end of January, adding Feb- 

ruary’s receipts (Column 17) and subtracting February’s sales 

at cost (Column 4). Bagh 

21. The month’s turnover is found by multiplying the month’s sales 
at cost (Column 4) by 12, then dividing that sum by stock on 
hand (Column 20). 
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Indications point 

to renewed busi- 
ness activity during 
1932. Resolve now 
to take advantage of 
every selling oppor- 
tunity. The GAR- 
NET is the January 
birthstone. Display 
and advertise garnet 
set jewelry today. 
Offer specials. 





5 Attract money 

received as 
Christmas gifts to 
your store by offer- 


ing to cash such 
checks. Sales often 


follow this courtesy. . 


Feature COSTUME 
JEWELRY for 
southern tourists and 
those who stay at 
home. 





Send out a care- 

fully prepared 
letter to your mail- 
ing list today calling 
attention to after 
Christmas specials. 
Plan for a week-end 


sale on Saturday. 


Feature SILVER- 
PLATED WARE in 
store displays and 
windows. 





Saturday should 

show increased 
store traffic and sales. 
Display specials in 
prominent places in 
store and window ar- 
rangements. Price 
tables ‘may be em- 
ployed to promote 
easier selections and 
quicker sales. 











1 Center atten- 

tion today on 
WRIST and POCK- 
ET WATCHES for 
men and women. 
Tie in this display 
with ‘‘National 
Watch Cleaning and 
Jewelry Repair 
Week,” beginning 
Feb. 24, by display- 
ing a poster. 

















nen 











displays and adver- 
tising copy today. 
Invite public inspec- 
tion of new merchan- 
dise. Do not over- 
crowd the displays. 
Call particular atten- 
tion to special values 
in your advertising. 








Make today 

‘“*“Bridge Prize 
Day” at your store. 
Prepare an appro- 
priate window dis- 
play employing a 
table and _ playing 
cards with a group- 
ing of suitable bridge 
prizes. Advertise 
this event in local 
papers. 


1 Start the new 

week by fea- 
turing STERLING 
SILVERWARE. An 
attractive window 
display and carefully 
prepared advertising 
copy will create at- 
tention and increase 
sales. Stress present 
low prices and pride 
of possession. 


1 Create in- 


creased inter- 


| est in ELECTRIC 


CLOCKS by starting 
an “Old Timers” 
contest today. Offer 


awards for oldest 


clocks brought to 


| your store and dis- 


play latest electric 
models. Advertise 
this event. 
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MERCHANDISING 


Resolve to Take Advantage of Every 


Start the new 
business week 
with a careful study 
of the article in this 
issue: “Plan Your 
Work and Work 
Your Plan.” Con- 
tinue the garnet 
jewelry window dis- 
play and newspaper 
advertising. 


8 Give MEN’S 

JEWELRY first 
place in today’s win- 
dow displays. Show 
evening dress sets, 
watches, cigar light- 
ers, scarf pins, 
watches and watch 
attachments, gold 
and platinum vest 
chains, rings and 
other articles. 


12 Continue the 
Sterling ex- 
hibit and make a 
special effort to in- 
crease sale of ster- 
ling and plated ware 
TROPHIES for ath- 
letic events. Show 
use of merchandise 
wherever possible in 
your window and 
store displays. 


1 Advertise an 
inventory sale 
for today. Clear out 
odds and ends and 
old stock at bargain 
prices. Send out a 
letter to your mail- 
ing list on this spe- 
cial bargain event 
and urge clerks to 
special efforts. 





40 THE JEWELERS’ CIRCULAR 
for January, 1932 






















CALENDAR for January IG 


Selling Opportunity During the Year 








18 Begin the 19 Fine PER- 2 Are you get- 
business week FUMES show ting your 
by displaying and an excellent profit share of profit from 
advertising fine dia- and fit well into the fine STATIONERY? 
mond set JEWEL- jewelers’ stock. Take Try a window dis- 
RY. Show illustra- advantage of thisfact | play for today. In- 
tion with forceful by preparing a spe- clude gold and silver 
> || copy. Get out a let- cial window display pens and pencils, 
' || ter to a selected list. for today. Send let- fountain pens, and a 
| Offer trade drawing | ter to a select list desk set for the 
|| articles at special calling attention to home. 
|| prices. specials. 





















| j | F 
2 Keep the | 2 Keep the pub- | 2 Be ready with RSs 
young folk in | lic informed a weekend 4 
| mind in your Janu- | about your watch sales plan for today. ir 
ary merchandising | and jewelry repair- Attract public atten- im 
plans. Send out a let- ing service. Suggest tion to a “window 7 
ter to high school the remodeling of __ sale.” Offer an hourly = 
students inviting out of date jewelry; reduction on select- % iif 
them to your store the need of having ed articles until they . Si 
and offering suitable watches _inspected are sold. Advertise a Tv 
articles for boys and and cleaned at regu- special sales event 
girls. lar intervals. for one day only. 
| 2 Offer your 2 Give watch at- 2 Fine china Display “gifts “* 
mailing _ list tachments a and glassware 2 for the home 
| special prices on se- place in your win- are profit making today. Bookends, 
lected articles today. = dow displays. Show lines suitable for a lamps, candlesticks 
Feature SILVER the latest products | jewelry store. A spe- and similar articles 
PLATED WARE with specially  se- cial display and ad- may be grouped in a 
and empha- | _ lected watches. Offer vertising drive will pleasing window dis- 
size your service in | a prize for oldest help increase sales. play. Advertise spe- 
| matching patterns. watch brought to Show a table correct- cial bargains and in- 
| Stress price and util- | your store and ex- ly arranged with sil- vite inspection of 
| ity in your local | _ hibit it in your win- ver, china and glass- your stock. 


newspaper copy. | dow. ware. 








February offers a 
number of special 


2 Advertise and | 30 Saturday is 
display basket | the last sell- 


Week” beginning 


them in your copy. 
Feb. 24. 


club banners as part 
of background. 


} ball, hockey and ing day of the selling opportunities. 
| bowling trophies to- | month. Make it a Plan your campaign 
| day. Show photo- special bargain day to take advantage of 
| graphs of localteams | at your store. Move every event. Get be- 
| and schedules of | out s low selling hind the “National 
| games in your win- | stock. Advertise spe- Watch Cleaning and 
| dows. Use school or | cials and _ illustrate Jewelry Repair 
} 
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THIS MAN'S PLAN AND 





HARRY W. RIEHL 


General Manager of the Better Business Bureau of 
St. Louis 


He informed the public through publicity of the 
schemes and falseness of many claims advanced by 
wholesale-retailing catalog houses. 
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RETAILING By 


An insidious and persistent 
attempt is being made by a few jewelry concerns in many 
of the larger cities to confuse the minds of the public 
regarding the prices of items of jewelry. Where the sit- 
uation has developed unhampered by educational or legal 
measures, designed to inform the public and protect de- 
pendable jewelers, both the volume of business done 
through such advertising practices as well as the number 
of concerns who have become “wholesalers” has shown a 
marked increase. 


The advertising of such concerns which hold them- 
selves out as “wholesalers” is done through the use of 
illustrated catalogs and circular letters to which a so- 
called “courtesy card” is attached. In other words, they 
are promised “jewelry at wholesale.” 


It is easy to impose upon the public in matters of 
jewelry prices due to the fact that variation in design 
and similarity in appearance make it extremely difficult 
for the occasional purchaser of jewelry to determine value 
closely. 

Extensive investigations, particularly by the Better 
Business Bureau of St. Louis, and by a number of other 
Better Business Bureaus, conclusively demonstrates that 
these catalog prices are high and fictitious, with but few 
exceptions. Even with the 50 per cent discount, the 
actual sales price seldom offers the public a greater ad- 
vantage than they are privileged to find in the establish- 
ments of any dependable jeweler, or in the jewelry sec- 
tions of department stores. As a matter of fact, instance 
after instance has been found where the price of the so- 
called “‘wholesaler” exceeds prevailing retail prices. 


There is a well-understood distinction between a 
“wholesaler” and a “retailer.” Courts have defined a 
wholesaler as a “concern who sells merchandise in com- 
paratively large quantities to jobbers or retailers and not 
to ultimate consumers.” 


It would seem that it should be a comparatively simple 
ematter to call to the attention of constituted authorities 
the fact that a jeweler was calling himself a ‘“‘wholesaler” 
under conditions and circumstances which made him, in 
fact, a retailer. It would seem to be a comparatively 
easy matter to demonstrate to the satisfaction of any court, 
that such an advertiser was dealing direct with the public 
and selling in small quantities to individuals. It would 
seem easy to establish the fact that he was sending out 
catalogs and courtesy cards to individuals, in no way con- 
nected with any business except as an employee. It could 
be established that elaborate catalogs had been left in 
beauty shops, barber shops, business offices, parlors of 
church societies, and in many other places where they 
would readily fall under the eye of individuals and where 
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EFFORT REDUCED 
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In a cooperative effort between the retail jewelers 
of St. Louis and the Better Business Bureau of that 
city, the activities of so-called “Jewelry at Whole- 
sale” catalog houses were exposed and greatly 
curtailed. Wide publicity was given the fictitious 
prices and unfair and misleading practices. Bulletins 
were sent to industrial firms, advising them of the 
attempt to beguile the public. Concrete cases of 
jewelry purchased at retail, costing less than that 

purchased at supposedly wholesale, were cited. 3 











ee 
Searara sean 


buyers for jewelry stores would be most unlikely to see 


them. 
Up to the present time no court has been impressed 


with such a showing. ‘ay 
The Better Business Bureau at Birmingham, Ala., un- ba J 


dertook a prosecution of a jewelry company who adver- ra f 
tised as we have indicated. ‘The case recently came to 7 

trial in a minor court. The jeweler was charged with 
false and misleading advertising based on the fact that 
he placed in the hands of possible customers who were 
individuals and not jewelers, letters containing represen- 
tations that he was not in the retail business, but was 
willing to wholesale to the recipient of the letter. The 

(Turn to page 61) 
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rs ot ae Example of newspaper and bulletin advertising 
eres used in the campaign carried on by the St. Louis 

woe a Bittle ond Better Business Bureau against so called “Whole- 
ht Oe Po sale” catalog concerns which claimed to sell at 
less than retail prices. 
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(M TELLING YOU— ~ 
FACT OUTRUNS FICTION 


NEVER MORE TO TICK 


AN HOROLOGICAL MEDUSA BROUGHT 
HER_ STONY GAZE TO BEAR ON AN OLD 
WATCH OF THE "KEYLESS GENEVA” VARIETY 
SOME TIME IN THE NOT VERY DISTANT 
PAST, AND TURNED THE HAPLESS MECH - <a — 
ANISM TO STONE. THIS” FOSSIL” WATCH  (/@R>epeereseer gees 
WAS FOUND ON THE SHORE OF AUSTRALIA Qa —— 
ACCORDING TO DISPATCHES RECHIVED 
IN THIS COUNTRY RECENTLY. 
THE CASE WAS MISSING AND THE 
wae WORKS HAD BECOME OXIDIZED 
mem AND JOINED TO THE STONE /N 
wegA PETRIFIED STATE. THE DIAL, 
HOWEVER, SEEMED NOT TO gee aes 
HAVE BEEN AFFECTED. SP 
THE GLORY _O = ERIN 


FROM THE SiH To THE JO 
CENTURY AD, IRELAND STOOD 
SECOND TO NONE IN EUROPE IN THEART 
OF PRODUCING FINE METAL WORK. AN 
EXAMPLE OF THE ART OF THIS TIME 
1S THE WONDERFUL ARADACH 
CHALICE , OF SILVER,GOLD,COPPER 
AND BRONZE, FOUND NEAR 
LIMERICK BY A PEASANT LAD 
WHO WAS DIGGING POTATOES. 
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~ BY THEIR RINGS YE SHALL KNOw THEM - 
wv v7 v 


IT SEEMS THAT THE GAULS AND BRITONS OF THE 
jl CENTURY HAD NO OBJECTION TO BEING CLASS 
CONSCIOUS. RINGS WORN IN THOSE DAYS WERE 
INDICATE OF THE STATUS OF THE WEARER, 
DEPENDING ON WHICH FINGER THEY ABDORNED. THE 
CLASSIFACATION WAS AS FOLLOWS : ON THE THUMG 
FOR DOCTORS; THE INDEX FINGER FOR MERCHANTS; 
THE MIDDLE FINGER FoR FOOLS; THE ANNULAR 
FINGER FoR STUDENTS, AND THE AuRICOLAR 
FINGER FOR LOVERS. 


Rae WE S08. 
——s 


OUR DEBT TO AGRICULTURE 


THE WORDS “CARAT” AND “IKARAT” COME FROM "CAROB THE 
aids NAME OF A BEAN, THE FRUIT OF A TREE CALLED THE KUARA. 
ave THESE BEANS SHOW LITTLE OR NO VARIATION IN WEIGHT, 
Qe SETTING GEMS THEY WERE USED IN AFRICA FOR WEIGHING GOLD, WHILE 
IN ENEMIES IN INDIA THEY WERE USED TO WEIGH DIAMONDS, THUS, WE 
, . MB GET THE WORD “KARAT,” BoTH IN THE GOLD STANDARDS 
fo’ UME NATIVES OF INDIA USED AND IN GEM WEIGHTS. THE INTERNATIONAL CARAT IS 
A ANUARN) AS BULLETS IN NOW STANDARDIZED AT 200 MILLIGRAMS. 


eee 
Barret TaooDe, THE RED DO YOU KNOW OF ANY UNUSUAL FACTS OF 
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taewek keke kek 


WHAT’S THE 
MAN AT 

YOUR WINDOW 
THINKING 
ABOUT ? 








AUGHT by the beauty of your display, 
he stops and looks... 
He’s thinking, perhaps, what a lovely 
gift that watch would be for his wife, his 
sweetheart, his mother. 

But the times have made him cautious 
+» yes, over-cautious. He wants proof of 
value in everything he buys. 

And here is where the name Elgin is an 
incomparable asset to any jeweler. Elgin 
is the confidence builder. In the minds 
of millions this name signifies the true 
standard of watch value. 

The name Elgin is yours to use—to help 
back you up in times like these. Take 
advantage of it. Keep plenty of Elgins 
on display. 







ELGIN kKwewe wae are Khe Khe Kae KKK KK 


NATIONAL WATCH é& L G i N 


COMPANY 


35 East Wacker Drive Chicago, Ill. Made in America by American workmen 
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Established 1866 











Office and Cutting Works 


6 West 48th Street 
New York 
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MUUUULANINLUUEL.NNUOU UNNATURAL 














Amsterdam—33 Sarphatistraat London—23 Holborn Viaduct Antwerp—48 Rue Simons 
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Se la a a li. 


Specimens of Rough Madagascar and Fashoda Garnets 


Carnet as a Gemstone 


AFewFacts About the January Birthstone, Its Properties and Occurrences 


Bohemia is the principal 
source of gem garnet. In fact, for many years it has 
been almost the only commercial source of the common 
ruby garnet found in the jewelers’ shops, according to 
the United States Bureau of Mines, Department of 
Commerce. 

The fiery red pyrope constitutes the chief supply of 
Bohemia garnet, and is undoubtedly the most popular 
variety of semi-precious garnet. The most noted region 
is about 60 kilometers north of Prague, and it is claimed 
that this is probably the only place in the world in which 
the collection and preparation of gem garnet for the 





Almandine Garnet 


market has been sufficiently important to approach an 
established industry. 

The production of gem garnet in the United States 
has always been exceedingly small, says I. Aitkens, in a 
report just published by the Bureau of Mines. Although 
the mineral is widely distributed through the States and 
considerable garnet of gem quality has been collected, the 
annual output since 1901 has declined. Garnet deposits 
occur in Arizona, Utah, California, Colorado, Idaho, 
Massachusetts, New Hampshire, New York, North Car- 
olina, Pennsylvania and Alaska. 

_Garnets, although very attractive stones, are so abun- 
dant that they are not highly valued. To escape the sales 
resistance that their lack of rarity engenders, garnets are 
often marketed under such suggestive names as ‘Cape 
ruby,” “Uralian emerald,” “South African jade,” and 
similar terms. 

Generally light-colored garnets are transparent to trans- 
lucent, while the dark-colored are translucent to opaque. 
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The luster is vitreous to resinous. Garnets may be color- 
less, red, brown, yellow, green, or even black. In fact, 
garnets of almost any color except blue may be observed. 
While the colors are due mainly to the iron, manganese, 
or chrome entering into the characteristic formulas, the 
shade may be greatly modified by the impurities present. 

Besides being used in jewelry, gem garnet is also util- 
ized for watch jewels and, to a limited extent, as a jewel 
in the bearings of meters and scientific apparatus. Ordi- 
nary garnet has been used principally as an abrasive. 
Abrasive garnet is used either in the form of a manufac- 
tured paper, like sandpaper, or’as a powder for grinding 
and polishing. 


Cones are readily 
recognized by their characteristic isometric crystals, their 
hardness, color, etc., but it may require a chemical analysis 
positively to distinguish the different members of the 
garnet group. The iron garnets, almandine and andradite, 
fuse readily to magnetic globules. Andradite is some- 
what difficult to dissolve even in hydrochloric acid and 
gelatinizes imperfectly upon evaporation. While other 





Domestic Garnet 


garnets are practically insoluble in acids, all of them, 
except uvarovite, will dissolve in hydrochloric acid after 
simple fusion and will gelatinize upon evaporation. 
Uvarovite is a calcium-chromium garnet, and any garnet 
containing a considerable percentage of chromium is usu- 
ally infusible. 

Pyrope, the typical blood-red common garnet of jewelry 

(Turn to page 79) 
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The Platinum Metals in 1930 


Advance Statistics to be Published in “Mineral Resources” Released by Bureau of Mines 


HE Department of Commerce has recently released 

statistics as to platinum and allied metals in 1930 as 
compiled by Hubert W. Davis in the report of the Bureau 
of Mines. This report, which will eventually be pub- 
lished as pages 99-112 of the report of “Mineral Re- 
sources of the United States, 1930,” contains the usual 
tables and information given out annually by the depart- 
ment covering the production of the platinum group of 
metals, as well as notes as to the condition of all produc- 
tion of these metals in various countries, particularly the 
United States, Australia, Canada, Colombia and the 
Union of South Africa; but no important information as 
to Russian production or the condition there is given 
outside of the figures already published in THE JEweEt- 
ERS’ CIRCULAR, which are included. Most of the pro- 
duction statistics are of 1929. 


As far as South Africa is concerned, the report shows 
that the production of platinum in 1930 amounted to 
47,021 ounces, making the total of 101,839 ounces since 
platinum began to be produced in quantities in 1926. 
The production of osmiridium in 1930 was 5619 ounces, 
or very slightly below the average of the last five years. 

Mr. Davis’ report gives the imports of platinum metals 
imported for consumption in the United States since 1921 
as follows: 





Platinum metals imported for Consumption in the United States, 








1921-1930 
Troy 
Year - Ounces Value 

1921 78,378 $5,418,464 
SN Se ecune teh Daas eee eeu 110,025 8,983,547 
ib san. Bs a sow Bills 6 6 106,637 10,466,705 
EG de‘g: 6su'a kb Rae ARS BO 111,359 11,030,349 
MCC he Ried ckclnnenmiwecewes 125,802 13,230,148 
RE heirs e Viace ete Rena ae 134,797 13,451,835 
RSG RE d aha aa Wonka Caer 148,769 12,413,494 
EG ho Go pee eeee esas 135 ,233 9,357,737 
DE disk cars GaSe ae Kee he 155,075 9,119,479 
(| RE eee rete 139,246 5,836,492 











An analysis of Mr. Davis’ totals shows that the im- 
ports of platinum alone in 1930 were 106,155 ounces as 
against 115,221 in 1929 while in the other metals the 
main decrease was in palladium that dropped to 18,506 
ounces in 1930 from 24,364 in 1929. Though slight de- 
creases were shown in the amount of iridium (4196 
ounces), osmiridium (5654 ounces), osmium (1100 
ounces) over the preceding year, slight increases were 
shown in the amount of rhodium (2291 ounces) and 
ruthenium (1319 ounces). 

Sales of platinum metals in 1930, as reported ‘by the 
concerns who supplied these statistics, were 118,924 
ounces, as compared with 191,619 ounces in 1929, a de- 
crease of 38 per cent. Sales of platinum metals to the 
chemical, electrical and jewelry industries decreased in 
1930, the most significant decrease being that of 42,537 
ounces in sales to the jewelry industry. Only the dental 
industry purchased more platinum metals in 1930 than 
in 1929, this outlet recording an increase of 1132 ounces. 
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Based on the reports of a number of leading concerns, 
the report shows the proportionate amount of platinum 
used by the different industries in 1929 as well as 1930 
as follows: 





Platinum metals sold by refiners in the United States, 

















-e fine the L 1929 and 
1930, by consuming industries, in troy ounces 
Percent- 
Industry Plati- Palla- age of 
num dium | Iridium | Others | Total Total 
1929 
Chemical... . 20,260 1,345 113 233 | 21,951 11 
Electrical......... 20,746 | 18,856 1,014 89 | 40,705 21 
eae 13,051 | 12,156 788 236 | 26,231 14 
9 ate aenwaa ais 84,039 4,451 3,737 851 | 93,078 49 
iscellaneous..... 7,234 1,048 347 1,025 9,654 5 
145,330 | 37,856 5,999 2,434 |191,619 100 
1930 
Chemical... . 15,022 854 34 49 | 15,959 13 
Electrical 8,529 9,569 864 70 | 19,032 16 
i Se 11,810 | 15,436 111 6 | 27,363 23 
SS Sees 44,801 2,807 2,407 526 | 50,541 43 
iscellaneous.....| 3,324 1,621 208 876 6,029 5 
83,486 | 30,287 3,624 1,527 |118,924 100 























On the matter of stocks on hand, the report publishes 
the following table: 





Stocks of platinum metals in the hands of refiners in the United 
States, December 31, 1921-1930, in troy ounces 








Year Platinum | Palladium | Iridium Others Total 
eee 38,514 21,042 4,991 3,113 67 ,660 
i. > ee 41,900 24,975 7,559 1,583 76,017 
ore 36,554 26, 266 5,208 2,697 70,725 
WOaae acca wes 0 40,464 27,400 3,622 3,053 74,539 
) . ee eae 44,024 26,740 3,720 4,609 79,093 
a 64,203 31,950 3,933 5,485 105,571 
i 68,757 24,313 4,617 4,369 102 ,056 
WRT ad cceesacs 45,710 23,018 4,523 5,019 78,270 
1929. 51,853 20,154 4,716 5,461 82,184 
1930. 52,853 18,978 8,828 8,006 88,665 




















On the subject of prices, Mr. Davis’ report shows the 
fluctuation during the year which began at $63 an ounce 
for refined platinum in January the market price was 
subject to frequent reductions until the price of $34 an 
ounce was announced on Sept. 17. On Sept. 22 the 
price had increased to $36 an ounce. (Since that time the 
price has gone to $40, at which point it has been appar- 
ently stabilized). 

Iridium, which was quoted at $210 to $220 an ounce 
in January, had dropped to $150 to $155 by the middle 
of May, at which time the price increased to $200 to 
$210 an ounce. In June it had gone to $250 to $265 
an ounce, at which time it began to decline until a price 
of $180 to $200 was reached in December. (Iridium is 
now about $100 an ounce.) 

Palladium fluctuated from $35 down to $16 an ounce. 
(The price is now about $21 an ounce.) 

Statistics of world production over 1930 are very 
meagre, figures for only one large producing country be- 
ing given (Colombia, 42,382 ounces). The United States 
produced 527 ounces in 1930, of which Alaska produced 
385 ounces, California 129 ounces and Oregon 13 
ounces. 
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De Beers Mines Curtail 


Decreased Earnings Shown in Report Submitted by the Directors at the 
Forty-third Annual Meeting of Shareholders Dec. 18 


Lonvon, Dec. 18.—The conditions of the DeBeers 
Consolidated Mines, Ltd., and incidentally a few facts 
about the Diamond Corporation which succeeded the old 
Diamond Syndicate are indicated in the report of the 
DeBeers directors, which will be submitted today to the 
stockholders at the 43rd ordinary general meeting. The re- 
port which is for the financial year ending June 30 last dis- 
closes a profit for the year of £133,746 as compared with 
£2,126,905 in 1930. The company paid the preference 
dividends for the half year, December last, since which 
time distributions have been suspended. 

Bad as this news is to the stockholders, it is in a way 
most encouraging to the diamond trade of the world 
because the acts of the company which reduced the revenue 
made for stabilization of the diamond market, these being 
centered around the stoppage of production. 

The report, which is dated Dec. 1, and signed by the 
directors with Sir Ernest Oppenheimer, as chairman, 
contains the balance sheet, the profit and loss account and 
the appropriation account, all as of June 30. ‘The report 
opens with the following financial statement: 

The unappropriated balance at June 30, 


1930, was ‘ 
During the year the diamond account 


£1,401,717 12 9 


ee 














MEE OY ig cos cueeansesssciawcs 679,553 7 5 
Add to this the following:— 
Interest and Dividends on In- 
WEI ra e-ee 06 6x06 ce eee £699,769 0 0 
Profits realized on Investments 38,449 12 10 
Income from other sources..... 12,026 0 11 
750,244 13 9 
2,831,515 13 11 
Deduct Expenditure as follows:— 
Mining Expenditures ............. 889,840 9 7 
Allowances to retired employes 
amounts paid during annual leave, 
contributions to Provident Fund 
and Compensation ....c.cccccces 113,303 5 4 
Farms and Landed Property Ex- 
er ae ae 34,053 17 2 
Donations and Relief.............. 8,474 15 2 
BURN OEE acne veceiesne cece e's 21,170 1 6 
Salaries—Head Office ............ 26,572 16 4 
General Charges — Kimberly and 
DM vnc ornate aes Kenke aoe 61,977 411 
Interest on Debentures and on Cap- 
ital of Leased Companies........ 140,660 3 4 
1,296,052 13 4 
Leaving a balance of.......0....008% 1,535,463 0 ? 
Which has been dealt with as follows: 
Dividend — Preference Shareholders 400,000 0 0 





Balance Unappropriated £1,135,463 0 7 


re 








The Stock of Blue Ground and Lumps on the Floors at June 30, 
1931, was as follows:— 
De Beers Mine 
Wesselton Mine 


48,396 loads 
4,332 ” 


Bultfontein Mine ........-.-........ 822,779 ” 
BWGMOOGES DEUNO oss csc cccvencciccs 926,445 ” 
7 Total Te Ls 


The report then goes on to say in part: 

“An interim dividend of 10s. per share was paid to 
Preference Shareholders registered at Dec. 31 last, but 
owing to the necessity for conserving the company’s 
financial resources, your directors did not feel justified in 
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declaring a dividend on the Preference Shares for the six 
months ended June 30, 1931. 


“No dividend has been paid on the Deferred Shares in 
respect to the financial year ended June 30, 1931. 


“The diamond trade during the year under review has 
remained in a very depressed condition, and the sales of 
diamonds have consequently been very restricted. 


“The company’s working operations have been exten- 
sively reduced, and are now being carried on on a very 
limited scale, so as to reduce expenditure and production 
to the lowest possible limit consistent with keeping the 
company’s European employees working on a living wage. 


“As mentioned in last year’s report, negotiations were 
then proceeding in connection with the new Inter-Pro- 
ducers’ Agreement and the sales agreements between the 
Conference producers and the Diamond Syndicate. These 
agreements were concluded in December, 1930, and the 
Syndicate’s obligations thereunder were ceded to the Dia- 
mond Corporation at the same time. The agreements, 
which provide for the control of production and sales 
until Dec. 31, 1934, were subsequently ratified by the 
Government in May of this year. 


“The Diamond Corporation, Ltd., in which your com- 
pany is largely interested, increased its capital in January 
last from £2,500,000 to £5,000,000, the company taking 
up its proportion of the increase, which amounted to 


£812,500. 


* * * 


“Your directors beg to report that as from Sept. 1 your 
company has been appointed to undertake the adminis- 
tration of the Premier (Transvaal) Diamond Mining 
Co., Ltd., the Consolidated Diamond Mines of South- 
West Africa, Ltd., and the Cape Coast Exploration, Ltd. 
In consequence, the Head Offices of these undertakings 
have been transferred to the company’s office here. 


“Your directors beg to report that Mr. F. Hirschhorn 
resigned his seat on the board in December last, after 
having been a director of the company for over twenty- 
five years, and his colleagues greatly regret the loss of his 
valuable services. ‘The vacancy thus created was filled 
by the appointment of Sir Robert Kotze, M. P. 


* * * 


“It is with great regret that your directors have to 
report the death of Mr. S. B. Joel on May 22 last, and 
the resignation of Colonel Sir David Harris, K.C.M.G., 
V.D., on Sept.-30. Both these gentlemen had served on 
the board for many years and the company has lost the 
services of two valued and esteemed directors.” 

(Nore. The figures of the appropriation account, the 
balance sheet and the profit and loss account, are on file 
at the offices of THE JEWELERS CIRCULAR.) 
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ESTABLISHED 1860 


EICHBERG & CO. 


Cutters and Importers of 


DIAMONDS 


511 FIFTH AVENUE 
NEW YORK 


CUTTING PLANT 
155-157 Summit Street 
NEWARK, N. J. 


AMSTERDAM OFFICES ANTWERP OFFICES 
47 Sarphatistraat 90 Rue du Pelican 























WORTHWHILE WINDOWS 


By 
POLLY PETTIT 





W. feel that a good birthstone 


display showing the stones for the different months in an 
effective way would be an appropriate window trim for 
January. Will you please outline how this might be 
developed in an unusual way? R. S. 


Answer—Many and various powers have been ascribed 
to gems. The most favored of all, perhaps, is the mystical 
influence of stones upon the 12 months of the year. It is 
an accepted fact, for example, that great good fortune 
will attend January’s child if he wears a garnet. But it 
is not so generally known that a peculiar virtue attaches 
itself to the wearing of a garnet in January regardless of 
whether January is the birth month. Each sign of the 
Zodiac has its own particular stone, and according to 
Zodiacal lore we should all wear garnets in January, 
changing to amethysts in February and so on through the 
12 months of the year. This in order to invite the most 
propitious influence and to ward off evil. Dr. Frederick 
Kunz says that such fancies generated by optimistic senti- 


AND HOW TO PLAN THEM 











January Suggestions 


By those in January born 

No gem save Garnet should be-worn; 
It will insure you constancy, 

True friendship and fidelity. 


A January silver window might convey the sugges- 
tion that silver is a “sound investment in fine art 
and precious metal’”—‘“That Sterling pays continued 
dividends of pleasure, prestige and utility.” Thus 
the Christmas gift check, or gift of money may be 
put to a practical and useful purpose. 











ment are helpful indeed and make us happier. Certain it 
is that the possession of 12 stones for the 12 months of 
the year would bring happiness to any feminine heart. 
Your idea to show birthstones is well timed. The year 
is at its beginning, and a happy outlook engendered 
through the wearing of certain stones augurs a successful 
year. Your window must tell its own story—a chart 
showing the signs of the Zodiac would make an appro- 
priate background. Attached to each sign, Aquarius, 
Pisces, Aries, etc., a ribbon might well be used to indicate 
the corresponding stones in the foreground of your win- 
dow. A card should chart the months and indicate the 
urgency of wearing the gems in their proper sequence. 
Perhaps most important of all would be an announcement 
that each purchase of a birthstone will be accompanied 
by an astrological reading. The success of this method of 
merchandising has been demonstrated in other fields— 
perfume, for example. Just as each sign of the Zodiac 
(Turn to page 72) 
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A Novel and Attractive Way to Display Wrist Watches 
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DIAMONDS 
PEARLS | ince sauscrion oF 
PRECIOUS | veceisces 
STONES 








Your Uncompleted Pieces 
a 
Jewelry Filled at Once 


Call Bryant 9-2587 


L. BERENSON & A. MIRNER 


Importers of Precious Stones 
2 West 46th Street New York City 














PARIS 
26 Faubourg St. Honoré 25 Rue des Fortifications Diamond House, Hatton Garden 











Death of Harry C. Larter 


Trade Leader and Head of Many Jewelry Organizations 
Passes Away in His Sixty-second Year 


T was with the most profound sorrow and regret that 
the jewelry trade learned of the death of Harry Clif- 
ton Larter, one of its prominent manufacturing jewelers 
of New York and Newark and one of the great leaders of 
the industry, who passed away at his home, 605 Mount 
Prospect Ave., Newark, Dec. 7, after a short illness. 
Mr. Larter had been suffering from heart trouble for 
some time and had been confined to his home, but the 
news of his demise came as a distinct shock to friends in 
all parts of the country. 
Deceased for years had been one of the leaders of the in- 
dustry whose influence was recognized from coast to coast 


. 


The Late Harry 
Clifton Larter 





and had borne the sobriquet of the “Mayor of Maiden 
Lane” in recognition of his prominence in jewelry affairs. 
Among the many offices which he held at the time of his 
death were: President of the Jewelers’ Security Alliance ; 
Chairman of the Board of Directors of the Jewelers 24 
Karat Club; Chairman of the Jewelers’ Vigilance Com- 
mittee; Chairman of the Jewelers’ Cooperative Bureau; 
President of the Jewelers Republican Club of New York; 
Vice-President of the Maiden Lane Historical Society ; 
Past President of the Brotherhood of Traveling Jewel- 
ers; Chairman of the Committee for the Prevention of 
Crime of the Merchants Association of New York. 

In Newark where he resided, he was equally prominent 
in church and other activities and was connected with 
many organizations associated with civic and charitable 
work. Among these, he was director of the Babies Hos- 
pital Board of Newark, President of the Board of Trus- 
tees of the Centenary Methodist Episcopal Church, and 
treasurer of the Retired Methodist Ministers Endowment 
Fund. He was also a member of the Centenary Fund 
and Preachers Aid Board of Newark Methodist Episcopal 
Conference. Among the clubs of which Mr. Larter was 
a member, were the Union League Club of New York, 
the Drug & Chemical Club of New York, the Jewelers 
24 Karat Club and the Philadelphia Jewelers Club. 
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A native of Newark, Harry Larter was a son of the 
late Frederick H. Larter, well known manufacturing 
jeweler. He first saw the light, Sept. 23, 1870, and after 
receiving his education in the Newark schools, entered the 
jewelry business as a boy. For several years he was con- 
nected with the firm of Hayden W. Wheeler & Co., with 
which he rose to the position of salesman and traveled in 
many sections of the country. 

On Jan. 1, 1895, his father’s firm, then known as 
Larter, Elcox & Co., was reorganized under the name of 
Larter & Sons, the deceased becoming a partner together 
with his brothers. With this house he remained until his 
death and was its directing influence for many years. 


From the time of his entry into the jewelry business, 
Mr. Larter took a deep and active interest in the affairs 
of the industry and he became prominently connected with 
many organizations and important movements in the 
trade. He had a great part in the formation of the vari- 
ous stamping laws for the industry and his work as chair- 
man of the Jewelers’ Vigilance Committee in handling 
taxes and other matters for the trade during the war 
earned him the gratitude of the entire trade. 


In the fighting of crime, Mr. Larter had spent many 
years and his work in the protective associations was con- 
tinuous as it was arduous. It was he who brought the 
various crime fighting organizations together in the Jew- 
elers’ Security Alliance of which he was president at the 
time of his death and he did effective work in reorganiz- 
ing the crime fighting machinery of the industry as well 
as that which cooperated with the police in the recovery 
of stolen merchandise. 

Mr. Larter never forgot his experience as a traveli 
salesman and always took an active part in the count 
of the Brotherhood of Traveling Jewelers and the Travel- 
ing Jewelers Association. He was a past president of the 
Brotherhood and a director for many years. 

Whenever there was work to be done, “Mayor Larter” 
was one of the first men called upon for advice and counsel 
and in most instances the matter was left in his hands for 
organization. He left an impress on the industry that 
will be remembered for years. 

Mr. Larter was married Jan. 17, 1897, to Miss Susanne 
E. Eckings of Paterson, who survives him. Of the five 
children born to the union, a daughter, Mrs. Josenia 
Elizabeth Larter Cox passed away, June 6, 1929, the 
four surviving children being the Misses Martha and 
Susanne Larter, Lt. Harry Larter, U. S. Army and 
Robert Larter. There are also two grandchildren, Wil- 
liam H. D. Cox and Josenia E. Cox, children of the 
deceased daughter. 

The funeral services which were held Dec. 10 at the 
Centenary Methodist Episcopal Church, 198 Sumer 
Ave., Newark bore testimony to the high regard in which 
the deceased was held by his associates in business and 
private life. ‘The church was crowded with representa- 
tives of many organizations in which Mr. Larter had been 
prominent as well as representatives of all sections of the 
jewelry trade, wholesalers, manufacturers and importers 
not only from New York but from surrounding cities as 
well. Messages of condolence and regret were received 
by the family and his late firm from all parts of the coun- 
try and the floral offerings were so vast and numerous as 
to practically fill the church. Interment was in Rosedale 
Cemetery, Orange. 
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MIKIMOTO PEARLS 


GENUINE PEARLS CULTIVATED 


















These Facts Will Interest You 


Twenty-three years of experiment were spent by 
Mr. K. Mikimoto in developing a perfectly 
spherical culture pearl. 


The pearl divers at Tatoku are sun-tanned 
young women from 18 to 35 years of age. 
Women are preferred for this work because 
they are able to work under water longer. 


Oysters are four years old before the culture 
operation is performed. Then six years of care 
by the diving girls must follow before a sizable 
pearl can be expected. 


Approximately one-fifth of the oysters treated 
die. One-fifth do not produce pearls. Of the 
producers, only 5% yield first-grade pearls. 


Seventeen patents have been granted to Mr. 
Mikimoto for details in producing pearls and 
for hatching and caring for the “spat,” or young 
pearl oysters. 


The pearl culture farms of Mikimoto, which 
are eight in number, cover an area of 40,380 
acres. Over one thousand people are employed 
and more than eighty buildings house the vari- 
ous operations. 


Mikimoto Pearls are excellent merchandise and 
sell profitably. 


K. MIKIMOTO 


551 FIFTH AVE., NEW YORK, N. Y. 


Head Office: GINZA, TOKIO 


Branches: 
KOBE—36 NAKAMACHI 
LONDON—119 REGENT ST., W. 1. 
PARIS—-34, RUE DROUOT, 9E ARRT. 
BOMBAY—BULLIONS EXCHANGE BLDG. 


Pearl Culture Farms: 
GOKASHO BAY AND AGO BAY, MIEKEN 
OMURA BAY, EID. JAPAN 
ISHIGAKJMIA, RIUKIU 
NANAO BAY, ISHIKAWAKEN PALAO ISLAND 

















Reasons for a Stronger Tone in the 


European Diamond Markets 


AMSTERDAM, Dec. 15.—A feature of the diamond 
market today is the better tone manifest not only in this 
city but generally throughout Europe. This is in part 
due to the fact that during November, the diamond mar- 
ket here continued to improve but more important still 
was the announcement of the agreement among producers 
and the Government of South Africa and the Diamond 
Corporation which insures that rough diamonds will be 
sold in South Africa at the exact same price level as sold 
by the Diamond Corporation. 

Still another factor that made for improvement was the 
demand for diamonds for investment which was manifest 
in many places. This last was produced, in part, by the 
uncertainty of the value in currency in various countries 
and many wise investors felt they could insure themselves 
against depreciation of currency by buying merchandise. 
For this purpose, of course, diamonds are considered the 
merchandise par excellence with their small bulk and 
universal demand. 

As far as the local market is concerned, there has been 
considerable interest shown for light and second quality 
piqué in sizes from one to one and one-half carats, while 
the market for mélée has been stronger and prices were 
higher. The price of bort has increased to 2.75 florins as 
a result of an agreement with the West African mines and 
good quality industrial diamonds are said to be scarce. 

A committee for promoting the interest of the Amster- 
dam Diamond Industry was recently formed and on Dec. 


21, the Secretary of the Diamond Exchange will broad- 
cast a lecture on this subject. Important plans for focus- 
ing the world’s attention on the Amsterdam Diamond 
Industry have been pending for sometime and it is hoped 
that the world’s attention will be called to its imprdve- 
ments. 

The “Douwes Plan” (not to be confused with the 
‘‘Dawes” Plan) was proposed to alleviate the plight of 
the unemployed Diamond workers of Amsterdam and it 
is now hoped that it may be put into successful operation. 


How D1amonp SuppLty Has BEEN CONTROLLED 


There is general satisfaction at the attitude of the 
financial interests behind the diamond industry in pro- 
tecting the market in many ways. The Diamond Cor- 
poration has announced that no new sights will be shown 
until August of next year and the production of alluvial 
fields in South Africa has been reduced considerably. In 
fact, it is now hardly one-tenth of what it was a few years 
ago. Prices paid by the Diamond Corporation for such 
goods as are produced are higher than can be obtained 
in the Amsterdam and Antwerp markets and the result 
of this is the Diamond Corporation gets control of these 
alluvial goods as well as the mined goods. As a result, 
very little alluvial is offered on the market. 

The fact the diamond mine shares have declined greatly 
on the London Stock Exchange encourages the diamond 
trade while it discourages the diamond share investor be- 
cause of the reasons for the decline. One of these is the 
fact that the mines have been working at a loss. As an 
illustration of this condition, it was recently cited that 
during 1930, the Jagersfontein Mine produced diamonds 
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of a total value of 140,000 pounds sterling while the cost 
amounted to 260,000 pounds sterling. Consequently, the 
mines produced as little as possible and by the first of 
January, all works will have been stopped. 

All this tends to make for a scarcity of the finer goods 
and as soon as replacements have to be made there will 
be a stiffening in the market all over the world. 





London Diamond Market 


Lonpon, Dec. 10.—The step forward that has been 
accomplished in the stabilization of the diamond industry 
by the cooperation in the matter of the marketing of 
stones by the Union government of South Africa and 
the Diamond Corporation, was referred to by Chairman 
J. G. Lawn at the annual meeting at Johannesburg of 
his company (Johannesburg Consolidated Investment), 
which has substantial diamond interests. 

The corporation and the government now allow rep- 
resentatives at each other’s sales of diamonds. The sit- 
uation is thus ameliorated, with the consequent gain in 
confidence. Confidence, Professor Lawn considers, is the 
prime necessity if prosperity in the diamond trade is to 
be reestablished. While, as Chairman Lawn points out, 
the diamond industry stands to gain by the happier rela- 
tions now existing between the South African Diamond 
Corporation and the Union government, a policy of 
marketing all uncut stones through the one central channel 
(thereby maintaining a uniform price standard) is still 


much to be desired. ‘This, it is hoped, will come eventu- 
ally. Further curtailment of diamond production may, it 
is thought, be necessary before real prosperity returns to 
the diamond industry. 


So far as diamond marketing conditions are concerned 
there is no marked change in the situation. In Europe 
there is more confidence being shown in future develop- 
ments. Activity at such centers as Amsterdam and Ant- 
werp is sufficient to maintain values. The fall in the 
pound is reflected in the stiffening of prices. 





New Tariff Helps Birmingham and Sheffield 


Lonpon, Dec. 11.—There is much activity at Bir. 
mingham and Sheffield these days. ‘These manufactur- 
ing centers stand to benefit from the temporary tariffs 
now being imposed on imported foreign goods. Jewelers 
have been especially hit by the excessive importation of 
cheap and quality jewelry the past twelve months. Bir- 
mingham has been unable to compete with the German, 
Dutch and Czecho manufacturers of popular jewelry. 
Birmingham jewelry manufacturers say that despite the 
world depression the British public has been buying more 
popular type jewelry than ever. This has not helped 
Birmingham, however, since the majority of the jewelry 
absorbed the past year has been supplied by European 
countries in which manufacturing costs are substantially 
lower than they are in the United Kingdom. Jewelry 
manufacturers here are now advertising their goods direct 
to the public via the consumer press. 

















Stones and Pearls. 


dl 


For your, or your customers 
approval, we will be pleased to 
submit a selection of Star 
Sapphires in Ladies’ or Men’s 
Rings and in Cuff Links. A 
large stock of Unmounted 
Stones on hand for all your 
needs. 


We are prepared at any time to cooperate with you on your 
calls for Emerald-cut and Marquise Diamonds, Precious 


Fancy-Shaped Diamonds - Sapphires - Catseyes - 
Rubies - Emeralds. 





e 


20 WEST 47th STREET 





4). 
hg THE MODE 


JEROME RICHHEIMER 


NEW YORK 
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Famous Wittelsbach Blue Diamond Sold 
in London 


Lonpon, Dec. 21.—The Wittelsbach blue diamond, 
most noted of the Bavarian crown jewels was auctioned 
off today for £5,600 (about $18,500) in the presence 
of a throng of experts and jewel lovers. 

A brilliant diamond pendant brought £4,000, while 
another lot, including a diamond tiara, realized £7,000. 

Competition for the emeralds in the collection was even 
keener than for the diamonds. One stone, weighing more 


“Acme” Photo 


The Wittelsbach Blue Diamond 


than 53 carats, sold for £5,600. The complete collection 
realized £39,300. 

The blue gem was brought into the Wittelsbach family 
by Maria Amelia of Austria on her marriage to Charles 
Albert, Duke of Bavaria in 1722. Crown Prince Rupp- 
recht of Bavaria consented to the sale only after repeated 
entreaties of his family in their urgent need of money. 


Here in the metropolis the principal event of interest 
to precious stone merchants has been the auction. The 
famous Bavarian crown jewels, chief of which is the 
Wittelsbach blue diamond of 35 carats set as the cen- 
ter of a pendant of white brilliants are world famous. 
Christie, Manson & Woods had the disposal of these 
jewels. 

Other Crown pieces include the large brilliant tiara, the 
pendant of three large brilliants, a cinnamon-yellow bril- 
liant ring, and a series of nine remarkable emeralds 
weighing from 28 to 99 carats. 
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a BUC. ee agg ; Just to give you an idea of some of the useful 
detantadiata setups i . a and precise jewelry accessories offered in the 
080 x 025 on American Platinum Line. 





Platinum and Iridium-Platinum, Plate, Wire 
and Seamless Tubing. 





Pure Silver, Sterling Silver, Silver Solder. 





Requests for further information on any of our 
products are cordially invited. 


The American Platinum Works 
New Jersey Railroad Ave. at Oliver St. 
NEWARK, N. J. 
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STAR SAPPHIRES Daniel Leker 


: ‘ MANUFACTURING JEWELER 
Gems of Fascination FORMERLY 


C. V. DOUGHERTY CO., INC. 
7-11 W. 45th ST. 
NEW YORK CITY 


SEED PEARL JEWELRY 


SPECIALIZING IN REMODELING 
AND SPECIAL ORDER WORK. 



































The Gift to Her Fiance OF F er 
paul 


























7, 
The bestowal of a gift upon her betrothed by the we ann© Ne No 
fiancée is a charming custom that breathes the Ak AppY sass ew lear SS 
romantic spirit of the engagement period. The FS S33. #_ EES =e 
Star Sapphire Ring is suggested as being a par- ‘ 
ticularly suitable gift for this occasion. Back Again on the Job 
An extensive line of Star Sapphire rings for Dasa to 





men and women, also cuff links and dress sets. 








9-11-13 Maiden Lane, New York 


Teleph Hitchcock 4-7087 


LOUIS N. MARX aL rs 
551 FIFTH AVE. New ornkK |“ AZONROE ENGELSMAN 


























Retailing by Wholesalers 
(From page 43) 


evidence indicated that anyone could go into the estab- 
lishment of this jeweler and make a purchase and it was 
not necessary to show the letter or courtesy card. The 
jeweler had no business with other jewelers or jobbers 
and he was, in fact, a retailer. Six witnesses testified to 
the fact that they had walked into the establishment, 
bought articles of merchandise without even having re- 
ceived a letter. A salesperson employed by the jeweler 
testified that sales would be made to anyone who came 
into the store and looked responsible. It was contended 
that this, together with the advertising to ultimate con- 
sumers, was doing a retail business and consequently 
statements in the letters were misleading and fraudulent. 

The court, in giving its decision, did not decide whether 
or not this jeweler was engaged in the retail or whole- 
sale business. Apparently the court did not consider 
this material and said that the major question in this 
case was the question of price, and the prosecution had 
not proved that the defendant had not sold merchan- 
dise at wholesale prices. —TThe defendant was dismissed. 

The Better Business Bureau of St. Louis has com- 
bated this situation upon the theory that the advertising 
in itself is inherently misleading and the public can only 
be impressed with the fallacy of the promise of jewelry 
at wholesale by definitely and concretely showing that 
the prices of the alleged “wholesaler” are not, in fact, 
wholesale prices, but on the contrary are in most in- 
stances equal to, or in excess of, the prices asked for 
similar items of jewelry in establishments of recognized 
jewelry companies and in department stores. 


These facts, however, were useless unless they could 
be widely distributed. The Better Business Bureau of 
St. Louis published a number of bulletins at the season 
of the year when catalogs and courtesy cards were being 
most actively distributed, until the situation was thor- 
oughly familiar to all dependable jewelers. It seemed 
extremely desirable to expose the misleading “jewelry 
at wholesale” claim quickly to as much of the public as 
possible. The cooperation of large retailers was enlisted, 
and in December, 1929, 30,000 circulars printed in two 
colors were distributed. in delivery packages. 


The effort has borne considerable fruit. No more con- 
cerns characterized themselves wholesale jewelers during 
the 1930 season. Only two companies distributed cata- 
logs. Inquiries from the public decreased materially. The 
so-called “wholesaler” remaining in business continued 
to attract customers. We have no means of measuring 
the number. It was very apparent, however, that the ag- 
gressiveness of their sales efforts in 1930 was considerably 
diminished. 

It is the firm conviction of the Better Business Bureau 
of St. Louis that no way has yet been found to do away 
with the costs of distributing jewelry at retail, and that 
jewelers are subject to the same advertising costs, rental 
costs, display costs, taxes, clerk hire, and all of the 
usual expenses that make the cost of doing business at 
retail. 

Their appeal is to the gullible or the uninformed. 
Only by exposing the impossibility of consistently offering 
jewelry at wholesale can the situation be effectively com- 


bated. 
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GENUINE 


CULTURED PEARLS 


DIRECT FROM FISHERIES 


Largest assortment—the best obtainable qualities— 
at competitive prices. 


1 — 1 He | 


GENUINE ZIRCONS 


STAR SAPPHIRES 
ORIENTAL SAPPHIRES 
RUBIES—EMERALDS 


PAPAZIAN BROTHERS 


DIRECT IMPORTERS 
2 West 46th Street New York City 
Antwerp: 26 Rue des Fortifications 
Chicago Rep.—C. T. Ahiborn, 159 N. State St. 


BRANCH OFFICES: 


Bangkok, Bombay, Colombo, Singapore, 
Shanghai 


Kobe, Hong Kong, 





| Want to Make Money— 
How About You? 


|! am a young family man with creative sales 
ability, looking for a profitable connection where 
the chances of us both making real money are 
potential. 


A manufacturer's agency is desired; however, 
other opportunities will also be considered—| 
maintain a permanent New York office and 
showroom—have contact and personal acquaint- 
ance with all New York City department store 
buyers as well as all resident buying groups— 
have done a quarter of a million dollars a year 
business with them as well as the leading New 
York jewelers and Mail Order houses, for the 
past 10 years. 


If you have the line and want to crack the 
market, | have, the desired contacts and the 
necessary experience to develop the business on 
a mutually advantageous basis. 


Address BOX “A., 100,” 
care JEWELERS’ CIRCULAR, 
239 West 39th St., New York, N. Y. 
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The greatest news gathering organi- a a a 
zation in the world, seeking a fashion appeared in the November 
issue of THE JEWELERS’ Circv- 


service with an authenticity matching 
its own high standards, chooses to fea- 
ture that of the United Business Pub- 
lishers, with which THE JEWELERS’ 
CIRCULAR is affiliated. 


LAR. 
















We are glad to announce this as- 
sociation of United Business Publishers 
fashions with the Associated Press, as 
the former include releases on the latest 
jewelry and novelties featured in the 
columns of THE JEWELERS’ CIRCULAR. 


The latest 
jewelry fashion 
news in the 
JEWELERS’ 
CIRCULAR. 
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FASHIONS FEATURED 


b 


y 
ASSOCIATED PRESS 


The jewelry fashions featured by THE JEWEL- 
ERS’ CIRCULAR now have been made available 
to thirty million people through the medium 
of the Associated Press, with its 

more than 1300 morning and ye 


evening newspapers. ‘ 



























The same style features 
appear in prominent 
newspapers which are 
members of the Associ- 
ated Press. 


The Associated 
~ Press through its 
members, empha- 
sizes authoritative 
jewelry style trend. 


An invaluable tie-up of 
style and merchandis- 
ing is made, to the 
great advantage of 
newspaper, reader and 
merchant. 
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CAN NOW TELL THE SUCCESS STORY OF A 
GREAT PATTERN * OUR SALESMEN ARE ABOUT 
TO PRESENT FACTS WHICH PROVE THAT IF YOU 
DO NOT ALREADY HAVE THIS SPECTACULAR NEW 
STERLING, YOU ARE LOSING VALUABLE PROFITS. 
* THE RECEPTION GIVEN THIS PATTERN AT ITS 
PRESENTATION IS UNEQUALLED IN OUR HISTORY. 






Majestically racing thru the vital period of 
both jeweler and consumer acceptance, its 
record in sales now prove that unquestion- 
ably it will increase its leadership steadily 
thru the new year. 


THE GORHAM CO. 


PROVIDENCE, R. I. 




































SILVER SELLING AT KIRKBERG’S 


Here are some of the methods 
used by a progressive Fort Dodge, 
lowa, jeweler to build silver sales: 


1. Stocks a number of Sterling pat- 
terns and has them exclusively in 
a town if possible. 


2. Keeps a careful list of all articles 
sold in a card index system. 


3. Gives customer flannel rolls for 
her silverware and explains how 
to care for fine Sterling. 





How Kirkberg's Builds Sterling Sales 


(ning after the sterling 
silverware business in a systematic manner has meant 
excellent sales to H. C. Kirkberg, well-known jeweler 
of Fort Dodge, Iowa. 

Plenty of sterling patterns with plated ware in similar 
designs, advice as to the care of fine silver, careful 
display, and a card index system of accounting each 
individual’s purchases all contribute to the success of this 
store’s silverware business. 

“One of the most important factors, according to our 
experience, is to carry a good number of sterling pat- 
terns, and have them exclusively in a town if possible,” 
says H. C. Kirkberg, owner and general manager of this 
jewelry store. ‘‘We always carry thirteen or fourteen 
complete patterns which no one else in the city has. 
Therefore, our customers keep returning to us for addi- 
tional pieces instead of going to a competitor. Naturally, 
this eliminates price competition, too.” 


Once a woman has in her possession one piece of 
sterling sold by Kirkberg’s she is looked upon as a definite 
prospect for more. The store makes out a card, listing 
the article which she has and from then on urges her to 
keep coming until she has a complete set. 

In the beginning this firm gives the customer flannel 
rolls for her silverware and explains to her how to care 
for fine sterling. She is advised to wash it with soap 
and water every week if she is not using it, and to keep 
each piece carefully protected against scratching. The 
firm carries a good liquid silver polish, too, in case a 
customer is interested. 

After a woman has a set of six knives, six forks, six 
spoons and three table spoons, Kirkberg’s presents her 
‘with a tarnish proof chest in which to keep her new 
treasure. This box ordinarily retails for $5, and is always 
most enthusiastically received by such a customer. 

“This encourages her to keep building,” says Mr. Kirk- 
berg. “The chest is an incentive for her to secure the 
main essentials and, of course, after that she is increas- 
ingly interested in completing the set. Naturally, the gift 
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is greatly appreciated and makes her loyal to our store.”’ 

When a man comes into Kirkberg’s for a present for 
his wife, or a daughter wants to remember her mother’s 
birthday, the store has a record of her sterling pattern 
and what pieces she has. Thus new items can be sug- 
gested, and in many cases mother is remembered on every 
occasion with silver until her set is complete. 

Only the very best of plated silverware is carried here, 
for it must meet the standards of a fine jewelry firm or 
the store does not want it. A number of designs fea- 
tured by Kirkberg’s are similar to sterling patterns. The 
reason for this is that a number of women want to be 
able to use their plated ware with the sterling when they 
are entertaining a large number of people. The simi- 
larity of design makes the difference less conspicuous. 

Whenever a girl announces her engagement and chances 
to be in the store, Mr. Kirkberg invites her to select her 
silver pattern so that when her friends come to buy her 
presents he can give them this information. 


Flere is how Kirkberg’s 


displays its sterling ware. One entire long case is de- 
voted to this merchandise. Large squares of black velvet 
form the backgrounds for sterling. On each cloth are 
shown several pieces of a certain pattern of silver. The 
name of each design is with the display so that a shopper 
instantly knows what it is. The card bearing this infor- 
mation is not simply printed. Instead, the store clips 
from the various price list pamphlets the names of the 
sterling patterns as they appear in the manufacturers’ 
publicity. The style of printing used in this manner 
usually corresponds with the style of silverware design, 
and thus when the name is pasted on a small white card 
and placed in the showcase it looks very much in keep- 
ing with the merchandise shown. 

Displayed against the black velvet in the case the silver- 
ware shines to advantage. However, when a customer 
wishes to look at one piece or more she is shown them 
on a lace counter cloth so that she will see just how 
sterling will look on her own table. 
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WALLACE 


TROPHIES SWEEP THE FIELD 


ror 1932 


More complete than ever! More variety, more 


value, more sales helps—not a gap in the line 


of Wallace Trophies for 1932, to make your 
store TROPHY HEADQUARTERS. No event too 
small for a Wallace Trophy. No achievement too 


great for a Wallace Trophy. Wallace Trophies 
go from a modest $1.25 by easy stages up to 
thousands of dollars. 

A Wallace salesman will visit you soon with 
advance sheets from the stunning new Wallace 
Trophy Catalog. He will show you actual sam- 
ples, illustrations and give you the information 
you need to make your store known as TROPHY 
HEADQUARTERS. 

Jewelers can depend upon Wallace—every 
trophy is the perfection of artistic designing, 
every one executed with the masterly craftsman- 
ship of Wallace Silversmiths. More than that, 
Wallace Trophies fit right into the present-day 
picture with a price range that makes them easy 
to sell and insures new profits for the jeweler. 

Sales stimulating ideas, effective window dis- 
plays, recommendation charts—the famous bat- 
tery of Wallace sales helps is lined up ready 
to make your store TROPHY HEADQUARTERS. 


R. WALLACE & SONS MFG. CO. 
Silversmiths—Wallingford, Conn. 


NEW YORK CHICAGO 
411 Fifth Avenue 10 So. Wabash Avenue 


PHILADELPHIA SAN FRANCISCO 
1204 Chestnut Street 140 Geary Street 


LOS ANGELES 811 W. Seventh Street 


MEMBERS OF THE STERLING SILVERSMITHS GUILD OF AMERICA 




















CHECK FOR JUST 


PART OF THIS BILL 
WILL HELP US BOTH 


not SOMETHING 
vet Pe 
fair to yourvelt or ur@ 
; Q Tell us frankly what 
/ _ the situation ire 
We are willind to meet 
you half baw f 2 
















These Stickers Help to 
Speed Up Delinquent 
Collections 





WHY NOT 
PHONE US 


« 

There may be a perfectly legitimate reason why you can't 
py your bille IF there ae a to tipo tet to 

reat all our customers with comideration and in these 
strenuous times we #p even further in our efforts to co- 
Operate@ Why nof reach for your phone NOWe 
@P.S.OF course if youcan conveniently reach for your 
check book $0 much the better 














Collecting Slow Accounts the Modern Way 


A Suggested Follow-Up Campaign to Get Those After-Christmas 
Bills Into the Cash Register 


By RICHARD C. WALTER 


— of retail customers 
who owe bills are hanging on to their money under the 
impression that they are conserving their capital. But 
money conserved in this manner only gives the debtor 
a false sense of security. It merely postpones the day 
when he must pay the bill. Meanwhile, the damming 
up of funds which should be in active circulation, clogs 
the channels of business and produces stagnation. 


Business would speed up if everyone who owed money 
would pay a little on account every week or every month. 
An accumulation of slow-pay accounts in a community 
affects everyone from the manufacturer down. Like the 
gently falling snow flakes which seem so harmless, they 
soon pile up into huge drifts which stop the wheels of 
commerce. 


Yet, people will let go of money when the right 
appeal is made to them. This is proved by the tremendous 
increase in the sale of cigarettes, cosmetics and soft drinks 
during the two years of so-called depression. These things 
make a direct appeal to the desires, appetites and satis- 
factions of the masses. A knowledge of human nature 
uncovers similar points of attack where the slow-pay 
customer is concerned. It is a question of psychology. 


One firm met the situation in a manner which exhibits 
a lot of common sense. The idea collected well over 60 
per cent of their outstanding accounts and adjusted most 
of the balance. ‘The idea consists of a series of strik- 
ingly worded messages which are attached to outgoing 
statements calculated to make a definite appeal to the 
slow-pay customer, each from a different angle. ‘The 
gentle pressure exerted over a period of time varies from 
six week to ninety days and brings the debtor to the 
point where he has but two alternatives open. He must 
pay the bill, explain why he can’t pay or deliberately 
ignore the obligation. 


Now, anyone can collect honey by killing the bees. It 
is a real art to collect it without getting stung or killing 
the producers of the honey. ‘The little printed messages 
referred to do just that. They offer to adjust the pay- 
ments in accordance with the debtor’s ability to pay and 
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thus have been particularly effective during the slow- 
business period. 


Message number one reads: 


Your Check for Just Part of This 
Bill Will Help Us Both. 


By not paying SOMETHING on your account, you are not 
fair to yourself or to us. Tell us frankly what the situation 
is. We are willing to meet you half way. 

Here is a straightforward appeal without the usual 
collection jargon about the debtor having overlooked the 
statement or having forgotten it. Debtors don’t overlook 
their obligations. They are usually keenly aware of them. 
Therefore, the appeal should recognize this fact and 
frankly face the situation as it exists. 


Message number two is a further frank appeal, and 
reads: 


Why Not Phone Us? 


There may be a perfectly legitimate reason why you can’t 
pay your bill. If there is we want to help you. We try to 
treat all our customers with consideration and in these 
strenuous times we often go further in our efforts to co- 
operate. Why not reach for your phone NOW? 

P. S. Of course if you can conveniently reach for your check 
book instead, so much the better. 








If the debtor is in business for himself then he under- 
stands the value of prompt collections in his own busi- 
ness and is keenly alive to the hampering effect of. slow 
collections. Therefore, the following message is calcu- 
lated to appeal to his sense of fairness and civic duty. 
It reads: 


You Can Make Business Better by Paying 
A Little on This Account 


A growing list of delinquent accounts is a drag on ANY 
business. To discount our own bills we MUST collect out- 
standing obligations. Why not pay something on account 
NOW? 








These are the first three messages of the series and 
will indicate their trend. Their object is to get the 
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‘Creasure 
Solid Silver 


ham 8 (> 


STERLING 925/1000 FINE 





AMERICAN DIRECTOIRE > 


Dominating in the new 1932 lines of furniture and 
furnishings for the home is the influence of the 
Directoire style. While, during the past year, early 
19th Century styles were introduced to a notable de- 
gree they will receive even greater emphasis this 
coming year. American Directoire, American Em- 
pire, Regency and Biedermeier (related styles) will 
mean the mode to the discriminating American 
woman this coming season. 


And so, with your new AMERICAN DIREC- 
TOIRE pattern of Sterling Silver tableware you 
are in step with the very latest style movement— 
smartly correct and most appropriate for the mod- 
ern home of the new bride or the discerning hostess. 
Plus this, is the important fact that the AMERI- 
CAN DIRECTOIRE is one of the most beautiful 
and distinguished patterns of all times. 


Especially new and striking is the suave, graceful 
bend of the handle, the heavy roll top, its slender 
sweeping lines and luxurious weight. Equally ex- 
quisite is the hollow-ware, and soundly based on 
historic examples of the period. 


The initial sales of the AMERICAN DIREC- 
TOIRE would indicate a pattern of uncommon ap- 
peal, destined to become one of the most popular 
“Treasure” patterns ever created. 


ROGERS, LUNT & BOWLEN CO. 


Silversmiths 


GREENFIELD — MASSACHUSETTS 

















debtor to pay SOMETHING, on the theory that the longer 
q bill runs the harder it is to collect. ‘The debtor begins 
to look upon an old account as a dead horse, and when 
he reaches this mental state you run a good chance of 
losing your money altogether. If you do collect it, you 
will have to indulge in such strenuous measures that you 
will lose the good-will and future business of the debtor. 
Meanwhile, Mr. Slow-pay is probably going down the 
street to your competitor and paying cash. Hence the 
necessity for keeping his account active. 

At this point in the.collection procedure, a letter is 
sent out that is also somewhat different from the usual 
run of collection missives. It breathes a spirit of good- 
will and friendship and is a real effort to sell the debtor 
the idea of paying something on his account. It reads: 


Dear Mr. Blank: 

It has been our experience that 95 per cent of the 
people who are slow in paying bills are merely careless rather 
than deliberately evasive. 

Believing that you should rightfully be classed with this 
95 per cent, we are inclined to extend every courtesy to you. 

We have a certain regard for our regular customers, and 
we dislike to see their names become infrequent on our 
books. 

We appreciate the fact also that there may be adequate 
reasons for the non-payment of our bill and also for the 
slowing down of your patronage. In fact, there is probably 
a single reason for both conditions. 

Using harsh measures doesn’t build up business relation- 
ships that are profitable. That’s one way to turn boosters 
into knockers—and the distribution of hammers is always 
an unprofitable business. 

We have indicated on the attached statement the terms 
by which you can take care of this bill. Let us know 
promptly if the arrangement is satisfactory to you. A 
stamped, self-addressed envelope is enclosed for your con- 
venience. 


If the debtor doesn’t respond to this follow-up, then 
sticker number five goes out on a statement. It con- 
tains a message which still breathes good-will and is non- 
irritating. ‘The power of these messages does not lie in 
the strength of the attack but in the persistence of the 
follow-up. An ounce of persistence is worth a pound of 
strong argument. 


So number five says: 


Man to Man, Wouldn’t You Like 
to Pay This Bill? 


Of course you would. You can help reduce the total that 
seems so big by paying a little on account. It’s not the 
amount that counts but the spirit in which it is sent. 








If the debtor does not respond at this stage of the 
follow-up then the final sticker is used which offers to 
reduce the payments on the account:to a weekly basis. 
It reads: 


You Can Pay a Little Each Week 
on Your Account 


We don’t measure the value of a customer’s account by its 
size or by the amount he pays on it. But by paying a little 
you show the right spirit and it helps to maintain mutually 
profitable relations. May we expect your check by return 
mail: 








Having received the entire follow-up, the debtor is 
now fully conscious of his obligation, but in order to 
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Silver positively cannot 
tarnish in these... . 


SILVERSEAL 


THE ORIGINAL AND ONLY 


JARNDSH Poo 


SILVERWARE 


CHEST 


Patent No. 1791594 


Design Patent 4 
Other Patents Pending 


Applied For 


Advertised in and guaranteed by Good Housekeep- 
ing, 


and approved by several thousand 


DO NOT CONFUSE 
Silverseal Tarnish Proof Chests 


Which have now kept silver from tarnishing for 
nearly seven years on account of Patented 


Treated Lining 
WITH 


Just Anti Tarnish or Non Tarnishing Chests 
The lining of which when New is free from 


Sulphur but has NO power to kill the Sulphur 


fumes in the air which come into the chest and 


tarnish the Silver. 


Write for catalogue and prices. 


Assoctated Silver Companp 


4452 Ravenswood Ave., Chicago 


E. & A. Gunther Co., Ltd., Brantford, Ontario, Can. 
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You can in- 
crease your profit 
without adding to 
your stock. 


Your local School 


or College is a very likely prospect right now 
for 


Football Charms 


You can have an assortment of samples 
with the latest schedule of prices that will help 
you tc secure an order. 


Why not replace some of the regular busi- 
ness that has been missing, with a profitable 
order of gold charms? 


THE ROBBINS COMPANY 


Manufacturing Jewelers 


Attleboro Niassachusetts 














ARE YOUR 
STOCKS 
UP-TO-DATE? 


We suggest filling them in with 


new quick-moving items from 


our 1932 catalog. 


Just off the press. 
J. W. JOHNSON 


14 MAIDEN ILVERWARE 1 W. 47th 
LANE INCE 1869 STREET 


NEW YORK 








preserve his good-will to the very last, a final friendly 
letter is sent to him. It is a letter which will get a 
response from all but a deliberate deadbeat. It reads: 


Dear Mr. Blank: 

To be frank we were racking our brains for some new 
way to induce you to pay your bill which is now considerably 
in arrears. 


Then it occurred to us that very likely you would respond 
to a straight-from-the-shoulder request for payment. 


At heart most folks are honest and try to maintain a 
reputation for fairness. But in stringent times like these, 
the economic pressure is often too great and we have to 
make allowance for individual circumstances. 


Therefore, to afford you every opportunity to get started 
paying SOMETHING on this bill, we have indicated on the 
attached statement the minimum payments you can make 
on it week by week until it is all paid off. 


Just write your acceptance of these terms on the back 
of this letter and mail it back to us in the enclosed prepaid 
envelope. It will come to my desk and be treated in friendly 
confidence. BUT—do it IMMEDIATELY. We can’t extend 
the time on this account much longer. You can readily 


understand that. Write us NOW—thank you. 


If there is no response to this man-to-man appeal, then 
it is time to remember what Disraeli said. He remarked: 
“All diplomacy is but a veiled threat.” So it is now 
time to write the debtor a strong letter. He has shown 
himself to be immune to the usual appeals and has there- 
fore placed himself beyond the pale of friendly consid- 
eration. It is time to begin using phrases like these: 
“Don’t disappoint me by not answering THIs letter. We 
don’t like to disturb friendly relations, but if you refuse 
to acknowledge your obligation to us we shall have to 
recourse to law, and you know what that means:” 

Experienced credit men agree, however, that in most 
cases it pays to exercise the utmost patience and to be 
courteous to the last, for as an old retailer once remarked 
to the writer of this article: ‘Slow-pay customers are 
so accustomed to being hit on the head with collection 
bludgeons that when a creditor is polite the debtor is so 
surprised that he sometimes pays the bill from sheer 
astonishment.” 

Jewelers interested in using these stickers may write to 
THE JEWELERS’ CrrcuLArR for further information. 





Watch Imports and Exports During October 


WasHIncTon, D. C., Dec. 11.—Exports and imports 
of watches continue to be at low ebb, according to the 
figures of the Department of Commerce, whose statistics 
for October have just been made public. According to 
these, the total imports of watches in that month amounted 
to but $404,281 and of watch parts, $44,505. Jewels 
for watches imported amounted to $18,221. 

During the same month we exported American watches 
without jewels amounting to $6,213; watches with jewels 
amounting to $3,972 and watch parts valued at $16,408. 

America’s biggest customer for the cheap watches was 
the Union of South Africa with shipments of $2,368; 
for the better watches, it was Japan, whose shipments 
were valued at $2,863, and for watch parts, Canada, to 
whom we shipped merchandise worth $11,090. 





* 


The Sam Small Jewelry Co., Nashville, Tenn., re- 
cently conducted a removal auction sale, the first in 20 
years. The concern will be in its new store Jan. 1. 
Robert E. Jones was the auctioneer. 
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Jewelry Follies of 1931 
(From page 33) 


say two plates were broken and the creamer wasn’t in 
the package. . - . Well, you needn’t get mad about 
it!” 

41. “I forgot I had a date at 10 o'clock and it’s 11 
now. Oh, well, I guess it wasn’t important.” 

42. “That woman was just a looker. They don’t fool 
me and I don’t waste time on ’em, either.” 

43. “What my clerks do after store hours is none of 
my business.”’ 

44. “If this customer wants anything besides playing 
cards she’ll ask for it. It’s not up to me to bother her 
about bridge prizes, score cards, ash trays, favors, etc.” 

45. “I don’t fool around with a lot of figures to keep 
my clerks’ sales separate. I know about what each sells.” 

46. “Percentages? Lord no! I’m a jewelry man, not 
a mathematician.” 

47. “What's the difference who made the line so long 
as they stamp it 14k.” 

48. “Your proposition sounds good. I'll invest today, 
investigate tomorrow.” 

49. “I gave that customer a piece of my mind! He'll 
never bother us again.” 

50. “The easiest way to get rid of a salesman is to give 
him an order and cancel it the next day.” 

51. “The more people owe me the better off I am.” 

52. “The factory won’t notice if my check is a few 
days late every month.” 

53. “I’m too busy to listen to your proposition.” 

54. “I’m not charging off a fixture depreciation this 
year. My furniture looks as good as it did a year ago.” 

55. “Two dozen is enough but I’ll buy a gross to get 
the discount.” 

56. ““My Dad did it this way so it’s good enough for 
me.” 

57. “I tell my salesmen women like to be called 
“Madam,” ‘Lady,’ ‘Dearie,’ or ‘Listen.’ ” 

58. “Sending little orders every few days makes the 
wholesaler think I’m a piker. I'll wait a month and 
shoot in a big order.” 

59. “Jerry Smith’s account is a year old but he’s good 
for anything he wants.” 

60. ‘““My banker tells me that passing up ‘2 per cent 
10 days, net 30,’ is losing 36 per cent a year. He's 
wrong.” 

61. “There’s no use investigating. Expenses can’t be 
cut further.” 

62. “What difference does it make if my trousers are 
not pressed? People never notice those things.” 

63. “We don’t sell three of these a year but we couldn’t 
get along without a complete line of them.” 

64. “You're foolish to buy a new watch, Mister. This 
old one can be fixed up pretty well.” 

65. “Separating sales by departments is too much 
bother.” 

66. “All right, you can go to work right away. I'll 
look up your references next week.” 

67. “TI still figure my mark up percentage on the cost 
instead of the retail, the same way that bankrupted my 
grandfather.” 

68. “This big $9.85 sale I’m advertising is on regular 
$10 goods. Nobody will ever catch on.” 
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Reduced Prices Still in Force 


Even though the silver market has advanced on bar 
silver and is still advancing we have not advanced 
our prices. They are, however, subject to change 
without notice. 

These unparalleled prices are the lowest in the 
history of the industry. 

We are the only manufacturers of the beautiful 
Baltimore Rose Repoussé flatware. ; 


TEA SPOON MEDIUM $10.00 Doz. 
MEDIUM FORKS 24.00 “ 
MEDIUM KNIVES 21.00 “ 
OYSTER FORKS 11.00 “ 
SALAD FORKS IND. 15.00 “ 
BOUILLON SPOONS 14.00 “ 
CREAM SOUP SPOONS 15.00 “ 
BUTTER SPREADERS 12.00 “ 
ICE CREAM FORKS 15.00 “ 
ICE TEA SPOONS 18.00 “ 
SUGAR SPOON 1.25 Each 
BUTTER KNIFE 2.00 “ 
CREAM LADLE 2.25 “ 
GRAVY LADLE 3.25 “ 
OLIVE FORK 1.25 “ 
LEMON FORK 7% “ 


Retail Prices—Subject to Discount 


Matching odd pieces in 
Sterling Silver our Specialty 


The Schofield Company 
Designers and Makers of Sterling-Silverware 
Joseph D. Little, Manager 
Baltimore, Maryland 


Established 1871 




















This free 


CREDIT COIN 





cashes checks and 
establishes your 
identity at once 


You can avoid bothersome, em- 
barrassing delays in getting checks 
cashed in the 24 big cities listed 
below. The United Hotel Credit 
Coin also saves valuable time in 
checking out. Unexpected demands 
for money can be met at once. With 
only your registered number on the 
coin, no one else can use it. Take 
advantage of this convenience. 
Send for your free coin right now 
—using the coupon below. 


One of the extra services of these 25 


UNITED HOTELS 


NEW YORK CITY’S only United... .The Roosevelt 


PHILADELPHIA, PA....... The Benjamin Franklin 
ag) S| The Olympic 
WORGHETER, BEABB.» «6.0 iscccviceccc The Bancroft 
oo ee rs = The Robert Treat 
PATERSON, N. J.....-- The Alexander Hamilton 






The Stacy-Trent 
AIG, DAs 5 6.0500: sewers The Penn-Harris 
A er The Ten Eyck 
CURATOR, 85. We icici cccscavvvce The Onondaga 
rn The Seneca 
oe Oe ar The Niagara 
MINS 5658 k4005555-65%0005058 The Lawrence 
Be eee The Portage 
Co ee ee. The Durant 
MADIBABR CITY G MOS oo .66 5 icicicvecce The President 
ro El Conquistador 
SAN FRANCISCO, CAL. .......... The St. Francis 
SHREVEPORT, LA. ..... The Washington-Youree 
NEW ORLEANS, LA. ............. The Roosevelt 
DINW OREBANG, EA. ... 0 cccceccccs The Bienville 
TORONTO, ONT. 2.06 ccccces The King Edward 
NIAGARA FALLS, ONT. ..... - caeleee The Clifton 
WINDSOR, ONT. ........... The Prince Edward 


KINGSTON, JAMAICA, B.W,1.. The Constant Spring 


WORTH CLIPPING TODAY 





UNITED HOTELS COMPANY 
1418 United Building, Niagara Falls, N. Y. 


Kindly send me complete details 
and a blank for your Credit Coin. 


Name 


Address____ nt ie 
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69. “You can’t ask for a single make of watch I haven’t 
got one or two of. You see, I specialize on everything.” 

70. “You can’t tell me I must close out one old pat- 
tern for every new one I stock.” 

71. “I just pulled off a wonderful sale! Sold every- 
thing below cost, lost a lot of money, filled all my cus- 
tomers’ wants for months to come, cleaned out my de- 
sirable merchandise and kept my stickers, and sold most 
of it on credit. But—think of the volume I did!” 

72. “I’m often too busy to make out the charge check 
right when I make the sale, but I never forget any.” 

73. “I hate to embarrass strangers by asking questions 
when I cash their checks.” 

74. “I never change the lock on my store door regard- 
less of how many head clerks have carried the key in the 
past.” 

75. “As a customer departs I never ask if he found 
what he wanted. He might have a complaint.” 

76. “There’s no sense in being strict about the time 
the boys take for lunch.” 

77. ‘Customers’ suggestions are never worth my at- 
tention.” 

78. “Oh, yes, I give 10 per cent discount to ministers, 
nurses, doctors, teachers and lodge members.” 

79. “I bought two tickets to the Policemen’s Ball, but 
I bawled him out good when I did it.” 

80. “This woman fusses as much about buying a 
bracelet as if it were a house and lot.” 

81. “All right. Just this once—to be a good fellow.” 

82. “It doesn’t make any difference if I mail my state- 
ments out on the fifth instead of the first.” 

83. “Customers don’t know anything about values.” 

84. “This $100 diamond is as good as the ones they 
ask $150 for down the street.” 

85. “I never take any traveling man’s advice.” 

86. ‘““Why do I owe my wholesaler any loyalty?” 

87. “How will he ever know I didn’t do $2 worth of 
work on his watch.” 

88. “Why should I smile? Price sells things, not 
smiles.”’ 

89. “I never tell my clerks why I buy certain lines and 
not others. ‘That’s my business.” 

90. “You don’t want anything else today, do you?” 





Worth While Windows 
(From page 53) 
has its gem, so each one has its flower, and the perfumes 
to correspond are made from the flowers. Each purchase, 
as mentioned, is accompanied by an astrological reading 
to the vast delight of the feminine portion of interested 
customers. 


Wii you suggest a novel 
strap watch display—one that will show both ladies’ and 
gentlemen’s watches? Our store is located in a manu- 
facturing town of about 25,000 population. L. T. K. 

Answer—For an unusual showing of wrist watches, 
make a grouping of cylinders covered with velvet or 
velour paper (see sketch on page 53). Velour paper looks 
so nearly like cloth that it is impossible in a window dis- 
play to distinguish it from velvet, and it is comparatively 
inexpensive. Cylinders should be constructed with two 
diameters, one for ladies’ watches and the other for men’s 
watches. 
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This elaborate gift department of George T. Brodnax, 
Inc., Memphis, Tenn., is unusual. Note the interesting 
arrangement of merchandise with its wide selective 
variety. Different types of lamps are placed in strategic 
positions creating a center of attention for each group 
of articles displayed. The flowers on the counter which 
contains the toilet ware add a touch which is appealing 
to the feminine shopper. A study of the photograph 
reproduced above will show that there are gifts for every 
taste and preference. The customer, browsing over this 
assortment of merchandise, is sure to find something 
which will awake in him the desire for possession. Price 
range of a wide latitude is also a feature of this display. 
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CALENDAR OF COMING SHOWS 
~ oe York Lamp Show, Hotel New Yorker, New 
ork. 
Feb. 1-6—National Artwares Show, Hotel Stevens, Chicago. 
Feb. 1-6—Chicago Gift Show, Merchandise Mart, Chicago. 


Feb. 1-12—Eastern Manufacturers and Importers Exhibit, 
Palmer House, Chicago. 


Feb. 15-19—National Artwares Show, Hotel Adelphia, Phila- 


delphia. 
a Artwares Show, Hotel Pennsylvania, New 
ork. 
~~ York Gift Show, Hotel New Yorker, New 
ork. 


Feb. 29-March 4—Boston Gift Show, Associated Eastern Ex- 
hibitors, Hotel Statler, Boston. 


Feb. 24-March 5—National Artwares Show, Hotel Copley- 























GEORGE F. LITTLE 


Plaza, Boston. 


Build Profits from Gift Shows 


Managing Director of Eastern Manufacturers and Importers Exhibit 
Gives Retail Jewelers Some Practical Hints 


Now that the Gift Show 


season is just ahead it is worth while to consider the fact 
that any one gift show will present more real construc- 
tive merchandising suggestions than any one mind can 
“digest” in the year to come. You will find that months 
afterward that new ideas will constantly keep bubbling 
up to the surface of your mind, as you happen to recall 
this or that display, or some particular gift or artware 
item, or this or that idea which was worked out at some 
of the shows. 

Just for example, a company which specializes in lamps 
may have presented a most unusual method of display a‘ 
one of the shows. And that original method, and its 
effectiveness is bound to stick in your mind for months 
to come. Not only that, but also you seem to see those 
lamps visualized in your mind as well. And when the 
proper time comes, you know just how effective a few 
of the lamps, displayed in that original way, are going to 
look in your own shop. 

And that was only one valuable suggestion *hat you 
got in regard to only one line. And since any show 
offers you a display of thousands and thousands of ar- 
ticles, consider the numerous new ideas about gift mer- 
chandise and how to display them that you may carry 
with you from one show alone. 

There is more to a gift show than simply a display of 
a great variety of items. Stop and consider all the 
thought and effort that were necessary to get the show 
under way in the first place. Think, too, of all the 
thought and effort put forth by each individual exhibitor. 
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But remember that there is need of picking and choos- 
ing only those suggestions that will be of use to you in 
your own business. There is no sense, for instance, in 
becoming enthusiastic over a “perfectly wonderful” dis- 
play of items selling for $50 and up, wholesale, if your 
customers happen to be the type who will not go up to 
that figure at retail. Take a good look at all such 
“magnificence,” but resolutely pass it by and go on to 
the “lower levels.” 


es that this trip to the 


gift show is your own personally conducted tour and plan 
accordnigly. Don’t simply “throw a few things into the 
bag” and start, not knowing where you are going, al- 
thouzh you are on your way. Start out with these two 
ideas in mind: To pay particular attention to those items 
which have special reference to your own particular busi- 
ness, and also all new items which might fit in well with 
your present lines. These two points should be kept upper- 
most in mind. And, at the same time, other good things 
should not be passed by; there should be at least a casual 
survey of everything. 

Knowing in a general way what you are looking for, 
you will quickly recognize it when you see it, and thus 
be able to keep moving from one point to another. 

It is not difficult to choose if you are one of those 
persons who knows what he wants. And that is the 
type of jeweler a gift shop proprietor should be. There 
is no place in this line of business, or any business, in 
fact, for the “I don’t know” type of person. 
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New York American Staff Photo 


l., conducting a gift section 
in a jewelry store it pays to keep in mind that opportuni- 
ties often present themselves which can be utilized in 
building sales. The Lenz and Culbertson 150 rubber 
series Contract Bridge Contest started recently in New 
York, and which is attracting the close attention of play- 
ers the world over, is just such an occasion. 

The opponents in this, the most amazing card battle in 
history, staged for the benefit of charity, are waging a 
fight of systems advocated by two different schools of 
players and the contest is receiving almost as much bally- 
hoo as do clashes of the prize ring or gridiron. The win- 
ner will collect prestige and publicity which will mean a 
great increase in the sale of his bridge books. By the 
same token it offers a chance for the retail jeweler to 
bring to public attention at this time his stock of bridge 
prizes, pads, pencils and other bridge table equipment. 

Within the last decade clever offshoots of “the most 
mind-engrossing card game” have made necessary new 
ideas in score cards and tallies. Contract as opposed to 
auction bridge is the outstanding rival, but there are 
innumerable inventions in partner groupings, such as “‘polo 
bridge,” ‘Hollywood studios,” ‘Literary bridge” and 
other variations of the old standard game, all of which 
have their appropriate accompanying score cards and 
tallies. Just as there are countless patterns and designs 
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Bridge Battle starts in New York—Left to right seated: Ely Culbertson, Sidney Lenz, Mrs. Culbertson, Oswald Jacoby. Standing is Lieutenant 
Gruenther, U.S.A., the referee. 


Improve This Big Gift Selling Opportunity 


in playing cards so do the general shapes in tally cards 
vary. Rectangular, square and round styles are mere 
primary features of the score and tally field. Late de- 
velopments are those shaped in accord with the four suits, 
hearts, diamonds, clubs and spades, and the more intri- 
cate geometrical figures. Naturally the new inventions in 
these accessories keep pace with the developments in asso- 
ciated wares, and when a modernistic angled ashtray or 
a set of tea-cups and plates in jutting shapes, appear upon 
the bridge table, the score cards and tallies must needs be 
progressive and appear in styles to match. All in all the 
attractive and colorful bridge scofe card and tally has 
come to be a staple article of the jeweler’s gift stock. 


Pinden from small tallies or clasped 
close to the large score card is invariably found a pencil 
of one sort or another. The old types were too often in- 
efficient and useless, too short and thin to hold comfort- 
ably, and of inferior lead which broke after a half figure 
had been recorded. ‘These disadvantages have been rec- 
tified in recent days, and many “just-right” pencils are 
now obtainable, in sensible lengths, with square panels 
topped by a suit symbol, striped appropriately in black 
and red. Others are in pastel shades to harmonize with 
a special table decoration or decorative scheme, and all 


(Turn to page 79) 
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_——_ spreads new style 


on contract tables... 


Contract players can find nothing finer in takes its name from the soft green or warm 
playing cards than these “high-hat” looking —_ cream of its background. No glare! No strain 
Past-l-eze carts! Brand new Past-l-eze on eyes! And Contract needs Concentration! 


effects a style of face never before 
seen on land or sea or playing cards. 
A King with a Babylonian beard. A 
Queen with her first new clothes in 
a thousand years or so. A Jack with 
design in hiseye! . . . . ... 
And to remove the distraction of 


bright bridge lights, Past-l-eze 


Designs on the back vary. The one 
shown is a colorful presentation in 
“Print Style” of the Old Curiosity Shop. 
eoc$0e 
See Past-l-eze in our showroom 
or send for sample card. (%6 a dozen.) 
Packaged in smart ensemble boxes 
of doubles and fours — singles also. 


FAN-C-PACK COMPANY - INC. 


J. P. HUTCHINSON, PRESIDENT 


352 Fourth Avenue, New York City . 


Chicago—The Merchandise Mart 














The Garnet as a Gemstone 
(From page 47) 


may be distinguished from the red almandine by its lower 
refraction and density. Cinnamon stone, another variety 
of red garnet is often confused with hyacinth (zircon), 
but it too may be readily distinguished by its much lower 
specific gravity. 

There is no commercial advantage in manufacturing 
artificial garnets. Of all the semi-precious gem stones 
garnets are the most plentiful and the cheapest. Instead 
of substituting other minerals for it, different varieties 
of garnet are sold under names suggestive of the more 
valuable gems. Thus, red pyrope garnets are sold under 
trade names such as American ruby, Arizona ruby, Cali- 
fornia ruby, Colorado ruby, Montana ruby and Rocky 
Mountain ruby. In each case the trade name indicates 
the locality from which these specific stones come. 


Tie name garnet comes 
from the Latin word granatus, meaning seed-like. The 
garnet crystals when embedded in their pudding-like 
matrix closely resemble the seeds of a pomegranate and 
are said to have the shape and color of the seeds of that 
fruit. Almandine (almandite), or precious garnet, de- 
rives its name from alabandicus, the name given by Pliny 
to a stone found at Alabanda, a town in Asia Minor. 
Pyrope, the name of the magnesium-aluminum garnet, is 
from the Greek, and means “fiery-eyed,” in allusion to its 
deep red color. Grossularite, the lime-alumina garnet, gets 
its name from the Latin, grossulari, a gooseberry—so 
called because of the common pale green color of its 


crystals. Spessartite, the manganese-aluminum garnet, de- 
rives its name from Spessart, Bavaria, where it occurs in 
red trapezohedra in granite. Uvarovite, the calcium- 
chromium garnet, was named in honor of a Russian 
minister, Count Uvarov. Andradite, the calcium-iron gar- 
net, is named after d’Andrada, a Portuguese mineralogist 
who made a study of garnet more than a century ago. 

Garnet occurs as an accessory constituent of metamor- 
phic and sometimes of igneous rocks. Its most character- 
istic occurrence is in mica and hornblende shists, and in 
gneisses. However, frequently it occurs as rounded 
grains in stream and sea sands. It is found in pegmatite 
veins and occasionally in granite rocks. 





Improve This Big Gift Selling Opportunity 
(From page 77) 


are of superior materials which are guaranteed to endure 
through a good many strenuous “rubbers.” 

For a game which has been entirely developed in com- 
paratively recent times, bridge has certainly taken the 
fashionable world by storm, and so many accessories have 
been evolved that it is almost impossible to make a com- 
prehensive survey of them. 

Some one is always giving a bridge party, and natur- 
ally some one is eternally in search of bridge equipment. 
It is time for the retail jeweler of today to climb aboard 
the band wagon and get some of the profits that are his 
if he will but only try. And should he feel that he is 
not posted enough, why just write in to this department 
and addresses of firms carrying bridge equipments will be 
gladly furnished. 





The 


43-47 West 23rd St., 





as eae 





Patrpotnt Corporation, ew Bevtorn, mass. 


- New York City 





150 Post St., + - - San Francisco 





NEWCASTLE PATTERN 

I PLATE UALITY is always in demand, especially the Old English reproductions. Our Newcastle 
pene stem dl a Fade me which came into fashion in England at the end of the Seventeenth 
Century. This pattern has beauty, simplicity and quality at a moderate price. Write Now for Prices. 
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NEW 


O meetthe 
demand for 
quality, grace and 
simplicity, in a 
moderately priced 
line of Rock 
Crystal stemware, 
the Puritan pat- 
tern illustrated 
above is meeting 
with the hearty 
approval of the 
jewelers through- 
out the entire 
If not 
in your 











country. 
already 
stock, please write 
for information 
mS of regarding this and 
other low-priced 
lines. 


HAWKES 
CRYSTAL 


As in Our more expensive 
Crystalware, QUALITY is 
the prime consideration, 
combined with artistic lines 
and exquisite workman- 


ship. 
This 


Trade Mark 
HAWKES 
helps to sell the ware. 


T. G. HAWKES & CO. 


Makers of Rock Crystal Glassware for 
Over Half a Century 


CORNING, N. Y. 























on 
every piece 


New York Office 
542 Fifth Avenue 


Pacific Coast Office 
643 South Olive St. 
Los Angeles 
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RY a small assortment of these new moder- 

ately priced Sparkling Hobnail smoking 
accessories and bottles, and we are sure you 
will be more than delighted with them. Send 
for our new Catalog. 


F. PAVEL & CO. 


15 West 37th Street 
New York, N. Y. 


Branch Showroom 
Suite 607—225 Fifth Ave., New York, N. Y. 


Representatives 


J. W. Bakster, Inc., Suite 1509, Merchandise Mart, Chicago, III. 
WwW. F. R. Turner, 437 So. Kenmore Ave., Los Angeles, Cal. 














BUY AT ONE OR MORE NATIONAL SHOWS 
















° Showing . 


Pictures + Lamps - Silver 
Decorative Home Furnishings 
China ° Pottery « Glass + Gifts 
Jewelry ¢ Personal Accessories 


Art Metal Goods ° 


Leather Goods ° Stationery, etc. 


National 
Gift & Art Association 
Drexel Bldg., Phila. 


Emmet White, Pres. 
Jos. A. Jones, Chair. 


Bronze ° Linens 














How to Plan Your Work and Work Your Plan 
(From page 37) 


the separate items or not, be sure to “plan” the “Total 
Expense” for every month ahead of time. 

Use your best judgment to see that this total bears 
some kind of sensible relation to the fluctuations of your 
“Planned Sales” in Column 1. When you reduce your 
total planned expense look up and down the list for 
specific places to effect that reduction. You'll find them. 
You must find them. 

Naturally your ‘Planned must be 
enough so you can make a profit on your “Planned Sales.” 
Then if your “Actual Sales” prove to be lower you will 
have to replan your expense. That’s only good business. 

Go at it gradually. Give it serious thought and you'll 
wonder how you got along in the haphazard way you did 
before you used the Business Planning Chart. 

To save room on your detailed expense plan drop the 
cents, using the nearest whole dollar. Use both dollars 
and cents on the actual amounts. Fill in the “actual’’ 
figures on all items at the end of the month. ‘They will 
be a splendid help for the following year. 

In the last column to the right compute the expense 
percentage for the year on each classification. In all 
cases divide the item in question by the total retail sales 
for the year. These percentages should then be com- 
pared with the recognized averages for the trade as a 
whole as furnished by the American National Retail 
Jewelers’ Association. 


MERCHANDISE RECEIPTS AND STOCK 


Many would prefer to take up this problem of pur- 
chases and stock before delving into expenses. ‘That is 
perfectly all right, but go slowly. Do only one thing 
at a time. 

Column 15, planned receipts, is really your purchase 
budget. 
months’ basis and has the following steps: 

First, estimate your retail sales (Column 1) for the 
period, then change that amount to a cost basis by de- 
ducting your usual mark up, as found in Column 8. This 
figure will be the amount of merchandise you can receive 
during the same period if you want to keep your stock 


Expense” low 


Planning a budget is usually done on a six 


the same size. 

Second, split those total purchases tor the season up 
into months and fill in Column 15. Just how to plan 
those monthly receipts is a problem. In a general way, 
a jewelry budget will not be far wrong if the purchases 
for each month are about the same amount as the cost 
sales (Column 4) of the following month. In that way 
May’s receipts will approximately equal June’s sales (at 
cost), etc. 

These monthly budget amounts are quite flexible and 
may be altered according to the immediate needs of the 
stock. The chief point to watch is that if purchases 
exceed the budget one month they must be less than the 
budget some other month. 

The illustration above shows how this would function 
in a jewelry store and presumes the stock was $25,000 
on Jan. 1. January’s receipts (Column 17) are less than 
its sales (Column 4) so the stock (Column 20) shows a 
The receipts in February and March here are 
Check 


decrease. 
greater than the sales so the stock rises again. 
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WITHOUT 
THE CONK- 
LIN NOZAC 
YOU ARE 
MAKING 
ONL Y 
PART OF 
YOUR 
POSSIBLE 
P E N 
SALES. 


Every day 
more people 
are asking deal- 
ers to show them 
the new Conklin 


Other Nozaec (no sack) 
ther A “The Pen That 
Conklin Pens Winds Like A 
Watch”. Every day 


That Sell 


At $5 and up, 
the famous 
Conklin Endura 
line. Uncondi- 
tionally guar- 

anteed, Pencils 

$3.50 and 


more people are buy- 
ing “The Pen That 
Winds Like A Watch”. 
Many leading dealers 
will testify today that 
by far the best seller in 
the store is the new Con- 


more. Many 

models and klin Nozac. The reasons 
colors. At 7} ss , 
een ee are obvious: 1. The revo- 


lutionary new filling device. 
2. The 35% greater ink ca- 
pacity. 3. The visible ink sec- 

tion. 4. The elimination of 
the rubber sack. Without a 
stock of Conklin Nozacs you are 
making only part of your pos- 
sible pen sales. The pens $6, $7, 
$8 and $10. The pencils $3.50 
and $5. 


Conklin Dawn 

Pearl. Pencils 
$2.50. Sets 
$6.00. 


The Conklin Pen Company 
Toledo, Ohio 


San Francisco 


Chicago 






AC 


REG. U.S. PAT. OFF 


THE CONKLIN PEN COMPANY, Toledo, Ohio 


Send me: 
Conklin Nozac pens at $10 list 
Conklin Nozac pencils to match at $5 list. 
Conklin Nozac pens at $6 list 
Conklin Nozac pencils to match at $3.50 list 
Conklin Catalog literature on entire line 


Your name . 
Street and Number 


City and State . 
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ANINVITATION 


FROM BRITISH MANU- 
FACTURERS TO EVERY 
AMERICAN BUYER 


COME TO THE B.1.F.- 
BRITISH INDUSTRIES 
FAIR 


OPENING FEBRUARY 22, 1932 





Covering the entire range of manufactures. Prices 
lower than ever for American importers .. . All in- 
formation and facilities (including free passport visas) 
from any British Consulate. 
Novelties, General Goods at London, 
Olympia— Feb. 22 — March 3 


Cottons, Woollens, Silks and All Textiles at 
London, White City — Feb. 22— March 5 


Machinery and Heavy Goods at Birmingham 
— Feb. 22 — March 4 























A Ph iladelphia Welcome 


that fine hospitality for wh ich 
th is old town is noted, awaits 
you at this famous doorway 
bia: ALL the comforts and 
luxuries of living at your 
command in the actual center 
of every interest, 
She 


BELLEVUE 
STRATFORD 


Claude H. Bennett, General Manager 


RATES AS LOW 
AS $4.00 PER DAY 
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up these figures in the illustration to see how they work 
out. The “customary mark up” used in this illustration 
to work out Column 19 is 40 per cent. You will find 
your own mark up in Column 8 after it has functioned 
a while. 

If, on the other hand, your stock needs reduction, esti- 
mate how much reduction you think you can make during 
this budget period, and deduct that amount from your 
total planned receipts for the period before separating 
them into monthly quotas. 

And if your sales in Column 3 fall below your esti- 
mates you must revise your purchase plans accordingly. 

Columns 17 and 18 show how well you have lived up 
to your plans. It is presumed you already have a pur- 
chase journal which records monthly merchandise receipts 
separate from purchases of supplies, etc. Column 17 shows 
these monthly receipts, and Column 18 adds them up 
from month to month. 

Column 19 shows the amount of stock there will be 
on hand if sales and receipts work out as planned (start- 
ing here with $25,000 stock Jan. 1). Column 20 shows 
how it did work out with the actual sales and receipts. 
This column is your perpetual inventory. 

Column 21, your turnover for the month, is a real 
lighthouse. Whenever the stock gets out of proportion 
to the sales, the turnover flashes lower than it ought to 
be. Right then you must scheme how to lower your 
stock or increase the sales till the turnover signal flashes 
safety again. 


A PLEASURE 


There is a fascination about Business Planning because 
it brings results. Get one section thoroughly understood 
and working smoothly before starting another. The aver- 
age jeweler has many duties and cannot be expected to 
get the whole chart functioning in less than six months 
to a year. Then it becomes a real pleasure and its value 
to you increases as time goes on. 

Don’t tackle too much at once. It is a good plan to 
put down all your “actual” figures for two or three 
months before estimating your “planned’’ figures. 

If your fiscal year does not begin Jan. 1, change the 
months to suit yourself. 

Here is a good plan to make the chart shout its sig- 
nals. Use green ink for all plans. Use black ink for all 
actual figures, but use red ink on these actual figures 
wherever they show danger. For instance: When sales 
fall below plans, when expenses or purchases exceed plans, 
when expense percentage exceeds mark up percentage, 
when turnover falls below normal. 

Thus you see Business Planning helps you to do two 
important things: Plan Your Work and Work Your 
Plan! 





Free trips to the Leipzig Trade Fair are offered to 
American business men in all parts of the country. The 
unique plan of stimulating American trade is taken as 
evidence of Germany’s unbounded confidence in the fu- 
ture, despite the present financial uncertainty. The ex- 
penses of the trip from the United States to Leipzig and 
return will be refunded on the basis of orders placed at 
the Fair, and refund will be made in cash at Leipzig 
during the Fair from March 6 to 12. 

Information concerning the free trips to the Fair may 
be obtained by addressing the Leipzig Trade Fair, Inc., 
10 E. 40th St., New York City. 
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New National Silver Stamping Act 
Again Introduced in Congress 


WaASsHINGTON, D. C., Dec. 22.—Repre- 
sentative Martin of Massachusetts yester- 
day again introduced into the House a 
bill to regulate the quality marks of sil- 
ver merchandise shipped in _ interstate 
commerce. This, if passed, will amend 
the silver provision of the National 
Stamping Act passed in 1906. 

Representative Martin’s bill is similar 
in every way to the bill introduced by 
him last year at the request of the lead- 
ing silversmiths and the New England 
manufacturers, but it has not yet received 
the indorsement of the wholesale or re- 
tail jewelers through their organizations. 

The new bill has been referred to the 
Committee on Interstate and Foreign 
Commerce, and this committee will be 
requested by the retail jewelers of the 
country to hold hearings on the measure 
before any consideration is given to it. 


Death of Louis Freund 


Louis Freund, head of the firm of 
Henry Freund & Bro., wholesale jewelers 
and watch importers, 20 West 47th St., 
New York, died suddenly, Dec. 21, at the 
Park Central Hotel. He had retired the 
night before in good health but his life- 
less body was found in the bathroom the 
following day. 

Mr. Freund was one of the older and 
more widely known traveling men in the 
jewelry trade. For years he had covered 
the country through the south and west 
and his friends throughout the industry, 
particularly on the Pacific Coast were 
legion. 

Born in Odenheim, Germany, Nov. 25, 
1865, Louis Freund came to this country 
as a boy and after he had learned Eng- 
lish in the schools at Mechanicsville, N. 
Y., entered the business of his brother, 
Max Freund, then a well known whole- 
saler at 8 Maiden Lane in 1881. After 
serving his apprenticeship in the office, 
he started to travel for the firm in 1888, 
gradually extending his territory. 

About 1897, he and his brother, Henry, 
started in business for themselves under 
the style of Henry Freund & Bro., as gen- 
eral wholesalers and later imported 
watches, becoming sole agent for the 
Jules Jurgensen watch. Henry Freund 
died April 9, 1926, since which time, 
Louis continued alone. 

Deceased was never married, had few 
hobbies and devoted his entire time and 
interest to his business. He was a man 
of kind quiet, modest taste who never 
sought the limelight and belonged to few 
organizations outside of the Elks and the 


Masonic bodies. He was a member of 
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the Harmonie Club of New York and the 
Jewelers 24 Karat Club. He is survived 
by four sisters. Funeral services were 
held Tuesday, Dec. 22 at 10 A.M., at the 
Universal Parlors, 52nd St. and Lexing- 
ton Ave., and were largely attended. 


Improper Names for Synthetic Spinel 


A warning comes from the Internation- 
al Bureau of Jewelry Manufacturers, etc., 
at the Hague, Holland, to the effect that 
synthetic spinels have made their appear- 
ance on the market of late under errone- 
ous descriptions. It is pointed out that 
such synthetic gem stones should be 
offered for sale and invoiced as such, 
perhaps also with the indication of color, 
but not, as the bureau has been notified, 
as “reconstructed emerald” or “Brazil 
emerald.” 

On behalf of the trade, and in order 
not to undermine the confidence of the 
public, the bureau makes the request that 
firms should refrain from using descrip- 
tions or trade names containing any 
other gem term or that would indicate 
that this was anything else than synthetic 
spinel. 


Bandits Get $25,000 in Gems from 
New York Wholesale House 


Three gunmen entered the offices of 
Giuseppe d’Elia, Inc., wholesale jewelry 
concern at 45 W. 34th St.,. New York, 
at about 6:30 in the evening, Dec. 11, 
and after locking three men in a closet 
and binding two young women with pic- 
ture wire, escaped with jewelry valued 
at approximately $25,000. 

The proprietor of the business, Giu- 
seppe d’Elia, had just left. Anthony Cas- 
saza, Ralph Mastolino and Frank Mas- 
tolino, employees of the firm, were pre- 
paring to close the office for the day and 
Miss Freda Levy and Miss L. Schneider- 
man, bookkeeper and stenographer, were 
clearing off their desks when the rob- 
bers entered. 

Diamonds which had a few minutes 
before been put in the safe by Mr. d’Elia, 
were taken with other merchandise. 

The alarm was given by the male em- 
ployees who pounded on the door of the 
closet, but aid did not come until the 
bandits had made good their escape. 


Frederick W. Spencer 


Hupson, N. Y., Dec. 9—Frederick W. 
Spencer, well-known jeweler of this city, 
died the morning of Dec. 3 in the Hud- 
son City Hospital. He was 58 years old. 
Funeral was held Dec. 5 from the late 
residence, 442 Warren St., with inter- 
ment in Hudson City Cemetery. 
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New York Jeweler Held Up and 
Robbed 


A dark, well-dressed young man en- 
tered the store of the Clayton Jewelers, 
Inc., 1629 Broadway, New York, early 
the morning of Dec. 9, and ordered Ben- 
jamin Hecker, senior member of the firm, 
into a back room. 

Locking the jeweler and Samuel Strum, 
a window cleaner, in, he stepped to the 
safe and helped himself to $17,000 worth 
of the store’s Christmas stock and then 
left the store. 

It has been reported that certain of the 
merchandise has been discovered in pos- 
session of a man charged with being the 
receiver and that Mr. Hecker has iden- 
tified the jewelry as coming from his 
store. 


Cincinnati District Meeting of N. J. 
B. of T. to Be Held Jan. 8 


The annual meeting of the members 
of the Cincinnati District of the National 
Jewelers Board of Trade will be held on 
Friday, Jan. 8, 1932 at 2 p.m. at the 
rooms of the Board, 935 Enquirer Build- 
ing, Cincinnati. After electing one di- 
rector to serve for a term of four years 
the meeting will select a nominating 
committee for 1932 for the Cincinnati 
District. 

Members in this district who are re- 
quested to attend the meeting are those 
in the states of Virginia, West Virginia, 
North Carolina, South Carolina, Georgia, 
Florida, Ohio, Kentucky, Tennessee, Ala- 
bama, Mississippi, Louisiana, Arkansas, 
Oklahoma and Texas. 


William C. A. Westphal 

William C. A. Westphal, veteran 
watchmaker, widely known to the mem- 
bers of the New York jewelry trade, died 
at his home at 60 Christie St., Ridgefield 
Park, N. J., on Dec. 10, at the age of 74. 
Death came as the result of an attack of 
pneumonia. Funeral was held from the 
late home Dec. 12 with burial in Fair- 
view Cemetery. 

Mr. Westphal had been associated in 
the jewelry trade for 38 years. In 1893, 
twelve years after coming to this coun- 
try from Germany, he entered the watch- 
making and jewelry business in Maiden 
Lane. Later he moved to Cortlandt St., 
and finally to 180 Broadway, where he 
was located at the time of his death. 

He is survived by three daughters and 
one son. 

Jas. H. Coggins has opened a watch 
and jewelery repair shop at 121 W. 7th 
St., Hopkinsville, Ky. He was formerly 
employed at Memphis, Tenn. 
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SPLIT-PROOF 


WATCH: STRAP 


OUR jobber is ready to show you 
the only watch strap on the mar- 











ket with the patented one-piece end. 
THIS IS Made in one piece, and without stitch- 
THE FAMOUS ing; it can’t split, break or fray. The 
PATENTED strongest strap ever made, and as mod- 
ONE-PIECE ern as the newest watch. The last word 
END in comfort, quality and smartness. See 

for yourself! 





Write for Sample Strap, FREE 
STYLES and PRICES fT 


Split-Proof Regular A: 5 z 4 . Py % jr 


$2.75 per card — retails ee . 
‘ ie : 

“PROOF 

j 





















$1.00 ea. ad 

Split-Proof Inlay . 
$3.75 per card — retails 
$1.50 ea. 

Chicagoan 
$3.25 per card — retails 
$1.25 ea. 

New Yorker 
$4.25 per card — retails 
$1.75 ea. 

In Genuine Lizard, Os- 
trich, Alligator. $6.00 per 
card—retails $2.00 ea. 
—prices include chrom- 

ium buckles. 

—all straps furnished 
mounted on attrac- 
tive display cards 
as illustrated. 
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Do You Know 


that the ophthalmometer is vitally important and 
extremely useful not only in regular astigmia but in 


Amblyopia, Anisometropia, Incipient Cataract, 
Aphakia, Irregular Astigmia, Nystagmus? 


OPHTHALMOMETRY 


By E. LEROY RYER 


SHOWS WHY and HOW 


No more pitfalls. Ophthalmometry made simple 
and precise 


Price $3.50 a Copy 


Published by 


The Optical Journal and Review 
239 W. 39th St., New York 














LEARN ENGRAVING 


Learn how to lay out attractive monograms 
and how to engrave them, how to do cellu- 
loid engraving and fillng in engraving. 
Wm. Kassel’s “Short Course in Engraving 


for Jewelers” tells you how. 


It also gives full instructions for Making 
Wax Colors, “Tinting,” Raised Gold and 
Silver Letters on Celluloid, The Care and 
Sharpening of Gravers, etc., etc. Interest- 
ing, instructive, illustrated. Order a copy of 
this valuable booklet today. Send fifty cents 


o—— 
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GRAND CENTRAL 
SECTION 


Pies to everything in New York... railroad ter- 

minals, Times Square, Fifth Avenue shops, etc. As 

homelike as though you had planned it yourself. } 
Radio in every room. }) 


$23.00 BOO 


PER DAY ROOMS 
AND UP 800 BATHS 


Single rooms $3 to $5 per day 
Double rooms $4 to $6 per day 


HOTEL |_ 
= MONTCLAIR | 


49th to 50th Sts., on Lexington Ave. 
NEW YORK CITY 


__ S. Gregory Taylor, President 
Oscar W. Richards, Manager 
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Watch Companies Charge False 
Branding on Watch Dials 


The Elgin National Watch Co., Inc., 
and the Waltham Watch Co., Inc., have 
made a joint complaint against a group 
of New York dealers, charging them with 
selling to retailers watch dials with the 
names “Elgin” and “Waltham” printed 
thereon. There was a hearing Nov. 18 
before Magistrate Brough in the Homi- 
cide Court, 301 Mott St., and the accused 
men were held to appear before the 
Court of Special Sessions on Dec. 30. 
The offence charged, infringement of 
trade mark rights, is a violation of the 
penal code. 

The prosecution of the case is in the 
hands of Assistant District Attorney Mc- 
Auliffe, assisted by D. W. Kahn, 120 
Broadway, attorney for the watch com- 
panies’ interests. 


Sneak Thieves Get Diamond Rings 


HAMILTON, OnT., Dec. 16.—A particu- 
larly audacious robbery took place at the 
jewelry store of Klein & Binkley, James 
St. N., on Dec. 15, when a tray of dia- 
mond rings, valued at about $7,000, was 
abstracted by sneak-thieves. 

Two men, apparently foreigners, en- 
tered the store shortly before 4 o’clock 
in the afternoon, at a time when the store 
was crowded and the clerks were very 
busy. One of them walked to the rear of 
the store while the other took a position 
near the window where the rings were 
displayed. Watching his opportunity, the 
latter moved the panel of the window, 
and, seizing the tray, placed it beneath 
his coat and walked out, unnoticed, being 
immediately joined by his companion. 

The loss was not discovered till some- 
time afterwards, when a customer asked 
to see a diamond ring. 


Philadelphia Jewelers Waging Cam- 
paign Against Retailing- Wholesalers 


PHILADELPHIA, Dec. 21.—Retail jewel- 
ers of the Philadelphia area have at last 
awakened to the necessity of concerted 
action to fight crying evils besetting the 
trade. Iwo main evils are the retailing 
wholesaler and the so-called “catalog 
houses,” both of which have been gnaw- 
ing at the vitals of the trade for years. 
Up to now, feeling between cash and 
credit retailers has been a bar to any 
concerted action against these foes. With- 
in the last few days, however, leaders 
of both cash and credit retailers have 
come together and are instituting a joint 
attack on these two evils. The inroads 
both the retailing-wholesaler and the cat- 
alog houses have been making into the 
legitimate jewelers seem to have had the 
effect of at last making the latter under- 
stand that the only remedy is organiza- 
tion and a fight. 

The first attack is being made on the 
large utility concerns here. 

In the meantime the retailers have won 
their first victory. Representatives of 
the Pennsylvania Retail Jewelers’ Asso- 
ciation and of the Credit Jewelers’ Asso- 
ciation called on a high executive of the 
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Bell Telephone Co., here, and after stat- 
ing their case were assured jewelry cat- 
alogs would be barred from the offices 
and shops of the company, not only in 
this city, but all over the state of Penn- 
sylvania and adjoining territory and that 
executives and minor officials would be 
forbidden to engage in selling jewelry in 
any way, directly or indirectly. 

Other utilities and firms are to be seen 
and the evils of the practice pointed out. 
In the case of the Bell, the “vest pocket” 
salesman also is to be barred. 


Capper-Kelly Fair Trade Bill Again 
Before Congress 


WASHINGTON, D. C., Dec. 9.—The Cap- 
per-Kelly Fair Trade Bill to restore the 
right of contract as to resale prices be- 
tween producers of popular trade-marked 
goods and their distributors, was prompt- 
ly introduced in both houses by its spon- 
sors, Senator Capper of Kansas, and 
Representative Kelly of Pennsylvania. 
The bill is substantially unchanged from 
its original form. Some modification in 
provisions and details has been made to 
meet suggestions brought out during the 
debate which preceded the passage of 
the bill by the House last spring. 

In a statement issued today in Wash- 
ington by the American Fair Trade As- 
sociation, through its Secretary-Treas- 
urer, Edmond A. Whittier, confidence 
was expressed that the bill would have 
the united backing of all trade elements 
which want to see the public and legiti- 
mate business protected against misuse 
of the good-will of popular advertised 
products as cut-price advertising bait. 
It was claimed that the measure has the 
support of more than 600 trade and con- 
sumer organizations. 

Senator Capper and _ Representative 
Kelly issued a joint statement concern- 
ing the introduction of the bill in its orig- 
inal form and declared their intention to 
press the legislation to an early conclu- 
sion. They expressed full confidence in 
its final enactment in satisfactory form in 
this Congress. 


To Hold Annual Meeting Jan. 5 


ProvipENcE, R. I., Dec. 26.—The an- 
nual meeting of the members in the New 
England district of the National Jewel- 
ers’ Board of Trade will be held Tues- 
day, Jan. 5, at 12:15 o’clock, at the rooms 
of the Providence office, 17 Exchange St. 

The nominating committee for the New 
England District has nominated the fol- 
lowing two directors to serve for a term 
of four years each: Sidney D. Humphrey 
of the Martin-Copeland Co., Providence, 
and Lawrence D. Percival, of D. C. Per- 
cival & Co., Inc., Boston. 

After the election of these directors the 
meeting will elect a nominating commit- 
tee of three to present names for direc- 
tors at the meeting in 1932. Members 
included in the New England District 
who are requested to attend this meet- 
ing represent the States of Maine, New 
Hampshire, Vermont, Massachusetts, 
Rhode Island and Connecticut. 
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United States Appeals Jewelry Duty 


WasHINnGTon, D. C.—Capt. F. X. A. 
Eble, Commissioner of Customs, has ap- 
proved the action of the Assistant Attor- 
ney General in New York in filing an 
appeal for review in the United States 
Court of Customs and Patent Appeals of 
the decision of the United States Cus- 
toms Court holding that a platinum clasp 
and 53 enameled platinum balls, set with 
diamonds, classified as unfinished jewel- 
ry, at the rate of 80 per cent ad valorem 
under Par. 1428 of the Tariff Act of 
1922, were properly dutiable as follows: 
The clasp at the rate of 55 per cent ad 
valorem under Par. 348 and the balls at 
the rate of 40 per cent ad valorem un- 
der Par. 214 of the said act. 


Brooklyn Jeweler Loses Diamonds 
Worth $1,500 to Feminine 
Sneak Thieves 


Iwo well-dressed young women en- 
tered the jewelry store of I. Blumberg & 
Sons, 570 Nostrand Ave., Brooklyn, N. 
Y., on Dec. 5, and took a tray of dia- 
mond rings valued at $1,500, from the 
window while the jeweler’s back was 


turned. 
The theft was staged at 9 o’clock Sat- 
urday night while holiday shoppers 


thronged the streets. Isaac Blumberg, 
the proprietor, was alone in the store 
when the women entered. The jeweler 
took a bracelet from the window, and, 
seeing a slight discoloration, turned 
away from his supposed customers for a 
moment to polish the mounting. When 
he turned back the women made some 
excuse and left the store immediately. 
[en minutes later Mr. Blumberg dis- 
covered that a tray of diamonds was 
missing from his window. 


Guard Accused in New York Hold-Up 


Jewelry valued at about $10,000, the 
property of Morris Kadish, wholesale 
dealer at 87 Nassau St., New York, was 
found by the police in a Harlem fiat 
Dec. 18 after questioning a colored man. 

Mr. Kadish had parked his car in 
front of a jewelry store at 180th St., 
leaving the man to watch two cases of 
merchandise which were in the car. A 
few minutes later the colored man ran 
into the store saying that the cases had 
been taken from him at point of gun by 
two men who jumped into a taxi and 
sped away. 

According to the police, after several 
hours of grilling the colored man re- 
vealed information which led to a raid 
on a flat at 15 W. 115th St., where the 
loot was found. Two negroes, a man 
and his wife, and a Mexican were ar- 
rested as a result. 

The man who was watching the car 
is being held on a charge of grand lar- 
ceny and the others for complicity in the 
crime. 

Elmo B. Roper, Jr., has resigned his 
position as sales manager of Chauncey 
Jerome, Inc., and has accepted a new 
position with the Traub Mfg. Co., effec- 
tive Jan. 1. 
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NEAR aan EWELRY (ENTER 


Select, quiet, luxurious —INEXPENSIVE 


Ideal as headquarters for the jewelry and kindred 
trades. Near business centers, theatres, smart 
shops. 801 rooms, each with private bath (tub and 
shower), mirrored doors, circulating ice water, etc. 
RATES For one person—$3.50, 4, 5, 6, 7 


For 2 persons—add one dollar, any room 
Suites (parlor & bedroom) —$9, $10, $12 






Direct subway line to Maiden Lane district from 
Grand Central Terminal, 
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46 STREET \EST OF B'WAY 
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SECONDS 


BROADWAY 


PLENTY OF TIME!! 


When every minute counts, that’s the 
time you will be glad you’re stopping at 
the PARAMOUNT in the heart of the 
JEWELRY CENTER. No more rushing 
to make trains, no heavy taxi bills and 
no more “breakneck” speed to keep 
appointments. 





No wonder so many folks call the 
PARAMOUNT “home”. . . for a nice 
furnished room with bath, shower and 
running icewater costs so little! 


700 ROOMS 

From $3.00 Single 
5.00 Double 
10.00 en suite 


Special rates for permanent guests. 


VISIT NEW YORK’S MOST BEAUTIFUL 
_ DINING ROOM 
THE PARAMOUNT GRILL 
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NEW YORKS ficcteicn Disei 
¢ Metropolitan District 


Alex Wallach, diamond dealer, has 
moved from 62 W. 47th St., to new quar- 
ters in Room 3003, 580 Fifth Ave. 

The firm of K. Mikimoto, importer of 
pearls, has announced its removal from 
535 Fifth Ave., to new and larger offices 
in Room 1624-25, 551 Fifth Ave. 

A new concern, the Shelton Time Shop, 
has started in business at 580 Fifth Ave., 
handling a line of watches at wholesale. 
The firm will also do repair work. 

Lewy & Co., importers of semi-precious 
stones, have announced removal from 329 
Fifth Ave., to new quarters in 29 W. 
47th St. 

Sol Roseman, diamond importer, has 
announced his removal from 74 W. 46th 
St., to new and larger quarters at 22 W. 
48th St. 

Frederics, Fifth Ave., jewel shop, is 
now located in new quarters at 561 Fifth 
Ave., on the corner of 46th St. The shop 
was formerly at 559 Fifth Ave., in the 
next building. 

On Dec. 15, the firm of Molnar & Mor- 
genroth 62 W. 47th St., dissolved part- 
nership. Fred A. Morgenroth is con- 
tinuing at the above premises and Joseph 
Molnar is located at 31 W. 47th St. 

“The Loupe & Tweezer Club are pre- 
paring for their annual dinner-dansant 
to be held on Saturday, Feb. 13, at the 
Manhattan Towers Hotel. The sub- 
scription will be $5.00 per couple.” 

Nathan Reitman and Philip Levine 
officers and directors of the Grelerite 
Jewelry Co., Inc., 64 W. 14th St., and Le 
Rite Jewelers, Inc., 54 W. 14th St. are 
passing a Christmas vacation at Atlantic 
City. 

The Van Itallie Co., United States 
agents for J. K. Smith & Zonen, Amster- 
dam, Holland, recently issued a very in- 
teresting report on the Amsterdam dia- 
mond market which was sent to the trade 
in this country. 

H. A. Adams & Co., Inc., has an- 
nounced the resignation of Richard J. 
Maitland, vice-president, from that or- 
ganization, effective Jan. 1, 1932. Mr. 
Maitland has been associated with the 
Adams company for the past 17 years. 

Tavannes of America has announced 
the removal of its offices from 305 E. 47th 
St. to mew quarters in 36 W. 47th 
St., in order to be more conveniently 
located in the midtown jewelry center. 
The firm will be completely installed in 
its new headquarters on Jan. 1, 1932. 

A display of the early American silver- 
ware made in New York during pre- 
revolutionary times is now current at the 
Metropolitan Museum of Art. The exhi- 
bition is being held in the Alexandria 
Ball Room of the American Wing and 
will continue until Jan. 31. 

Lawrence D. Frank, formerly with S. 
C. Powell & Co., New York, became asso- 
ciated with H. A. Wilson & Co., Newark, 
N. J., platinum dealers and refiners in 
precious metals, Jan. 1. Mr, Frank is 
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now general sales manager for the met- 
ropolitan and eastern district for this 
concern. 

The Jewelry Crafts Association opened 
the season’s activities with a luncheon 
meeting Dec. 3 at the Lobster Restaurant. 
Walter P. McTeigue, president presided 
over the meeting. Seated at the head 
table were Sigmund Cohn, Meyer D. 
Rothschild, Mr. McTeigue, Bartley J. 
Doyle, Benjamin Katz, and T. Edgar 
Willson. Mr. Doyle, of Philadelphia, was 
the speaker of the day. 

Feb. 11 has been set as the date for 
the annual winter outing of the Maiden 
Lane Outing Club. This year the sea- 
sonal get-together will be held in the 
club house of the Grand Street Boys’ As- 
sociation at 106 W. 55th St. The com- 
mittee in charge of arrangements has 
planned the usual dinner and is gather- 


A 
[ Said the late Senator 
Dwight W. Morrow: 


“We, the ancestors of 
those who come after us, 
are going to be judged by 
the kind of dreams, the 
promises and the contribu- 
tions we make to the kind 
of country this will be a 














| hundred years from now.” J 
_ A 
ing together an assortment of entertain- 
ing talent which it believes will surpass 
all previous programs. 

An involuntary petition of bankruptcy 
was filed Dec. 21 to the United States 
District Court against Winter Bros., 
Jewelry Importers, Inc., 321 Fifth Ave., 
New York, by four creditors, Williams & 
Chaikin, Inc., for $81; Osier Mfg. Co., 
$126; Columbia Jewelry Co., $126; F. L. 
Torrey & Co., $207. The assets are said 
to be nominally much in excess of the 
liabilities, but not readily convertible into 
cash. This caused the concern to issue a 
deed of trust and the bankruptcy petition 
followed. 

Max Traub, for 45 years a traveling 
representative in the jewelry trade, died 
at his home at 3657 Broadway on Dec. 
17. He was 63 years old. Funeral was 
held Dec. 21 with Masonic Rites from the 
Riverside Memorial Chapel. Interment 
was at Mount Hope Cemetery. Mr. 
Traub had been in the employ of Lissauer 
& Co., wholesale jewelers at 2 Maiden 
Lane, for the past 35 years. He covered 
for this concern the East, New York, 
Pennsylvania and Washington, D. C. He 
is survived by three sisters and two 
brothers, all of New York. 

The Gibraltar Electric Clock Co., Inc., 
of 66 Nassau St., has bought the Jersey 
City factory property of the New York 
Standard Watch Service, a subsidiary of 
the Keystone Watch Case Co. The prop- 
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erty is located in the block bounded by 
Communipaw Ave., Bramhall Ave., 
Woodward and Van Horne Sts., and con- 
sists of a group of brick buildings con- 
taining about 85,000 square feet of floor 
space. The new owners expect to occupy 
the premises immediately for the manu- 
facture of electric clocks. Joseph Gottlieb 
is president of the Gibraltar Electric 
Clock Co., Inc. 

The annual meeting of the Brother- 
hood of Traveling Jewelers is scheduled 
to be held on Jan. 9 at the New York 
Athletic Club, at 2 p.m. The meeting 
of the Traveling Jewelers Association 
will follow immediately after that of the 
Brotherhood. Officers will be elected and 
the usual routine business transacted. 

E. V. Saunders, manager of the Pacific 
Coast division of the International Silver 
Co., Inc., left New York on Dec. 24 for 
Seattle. He had been in the city visiting 
the New York offices of the concern for 
two days, following the annual meeting 
at Meriden of the divisional heads which 
began early in December. Mr. Saunders 
is honorary vice-president of the Nation- 
al Jewelers’ Board of Trade. 


Nathan J. Stern of Stern Bros. & 
Co., chairman for the appeal of the 
United Hospital Fund of New York 
in the jewelry trade, has announced 
contributions up to and including Dec. 15 
as totaling $2,757. The contributors are 
as follows: $500, Stern Bros. & Co., 
Tiffany & Co.; $250, Kastenhuber & Lehr- 
feld; $100, International Silver Co., Inc., 
Eichberg & Co., Isaac W. Cokefair, 
Cartier, Inc., Arnstein Bros. & Co.; $50, 
Reichman Bros. & Co., Arthur Lorsch, 
Arthur Lorsch “In Memory of Etta C. 
Lorsch,” Albert Lorsch & Co., Marcus & 
Co., Bulova Watch Co., Goldsmith, Stern 
& Co., Oppenheimer Bros. & Veith; $25, 
Bernard Rice’s Sons, Inc., Charles Adler’s 
Sons, Inc., D. M. Michel, J. & L. Hartz- 
berg, Mayers, Osterwald & Muhlfeld, 
Inc., James P. Harper, Wm. I. Rosenfeld, 
Wm. S. Hedges & Co,, Henry Freund & 
Bro., Alpheus L. Brown, Raymond C. 
Yard, Inc., Goodfriend Bros.; $20, Henry 
Lorsch; $15, Sylan Levy, Otto D. 
Wormser, Chas. S. Crossman & Co.; $10, 
Davidson Bros., I. Ollendorf Co., Inc., 
Wm. C. Solomon, B. F. Hirsch, Inc., 
Herman Oppenheimer, Jr., David L. 
Gluck, J. W. Johnson, Wolfsheim & 
Sachs, Inc., Shiman Bros. & Co., Inc., 
Edward S. Smith Co., Inc., Jonas Koch, 
Theodore A. Kohn & Son, Katz & Ogush, 
Inc., Abraham Shiman, George P. Clap, 
Jules Franklin, Inc.. Mr. and Mrs. Max- 
well Kramer; $5, Edmond E. Frisch, 
Richard S. Wormser, Inc., Bunde & Up- 
meyer, Blanchard & Co., Inc., Abner 
Shaw & Co., George W. Welsh’s Sons, 
Andrews & Winston, Inc., Michael Levy 
Jewelry Corp., Chas. T. Dougherty Co., 
Inc., Joseph A. Stein; $3, Belgard & 
Frank, Inc.; $2, Joseph Schulman, Ince., 
Morris Katz. 
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NEWARK 


QUALITY JEWELRY 














Jewelers’ Settings and Selders Wefferling, Berry, Wallraff Co., Inc. 
Refiners and Smelters a 
BAKER & CO., INC. Fine Emblematic Jewelry 


Murray and Austin Sts. Eight Rose Street 











BARRASSO & BLASI Sterling Fireless Silver ; 
rs be pata yond Reduces polishing to a minimum and obtains 
CAMEO BROOCHES lasting brilliance. 
mang a me a ye 
8, rr s an raceiets 
Diamond Mountings - gee Stone Rings JOHN J. JACKSON & CO. 
at the r t price 
Sold through Wholesalers only ° 2 . . 
98.88 Consens Seen Mawanti: lew Sense All Sterling and Fine Silvers Rolling for the Trade 
HE R JNC Send for Samples 
NRY UFEISEN: WASHABLE 
MANUFACTURERS OF T AGS INKLESS 
PINGS OFAMQUALITY at. Soham 
ARCH CROWN MFG. CO. 
Factory and Main Office—126-128 South Street 81 Warren St. Newark, N. J. 
Chicago Office, 31 N. State St. Originators and Patentees 





GOLD and PLATINUM SOLDERS 


“CLINTON ALLOYS” 
FOR WHITE, GREEN, YELLOW GOLD 


SCHUMAN & DONCHI, Inc. 


Creators and Designers 








of Distinctive Ring Findings REFINERS OF PRECIOUS METALS 
Clinton Refining Co., Inc. 
81 WARREN STREET ret are dna 
NEWARK’S HOUSE 
RINGS—A Specialty with COMPLETE STONE SERVICE 
DIRECT IMPORTERS 
LOUIS BLEIBERG EXPERT LAPIDARY WORK 


Phone MKT 2-5677 
WM. WACKENHUTH & SON 
355 MULBERRY ST. NEWARK, N. J. 


CLASPS LUDWIG ZIMMER 


Assayer and Refiner of Precious Metals, 
Solders and Alloys 


88-90 Kinney Street 


336 Mulberry St. 





Rondelles, Barrel-clasps, Costume Jewelry Findings 


MODERN NOVELTY CO., INC. 





126 South St. Newark, N. J. 
G. B. W., INC. 
10, 14 and 18K Rings—Jobbers Only S 
391 Mulberry Street Tel. Market 8320 Rings and Pendants to Match 
New York Office, 93 Nassau St. Stern Mfg. Co., 407 Mulberry St. 



































Annual Meeting of the National 
Jewelers Board of Trade 


lhe annual general membership meet- 
ing of the National Jewelers Board of 
Trade will be held Jan. 21, at 2.30 p.m. 
in the offices of the board at 22 W. 48th 
St.. New York. Election of officers will 
take place and routine business trans- 
acted. 

Members of the New York division 
will convene on the same date half an 
hour before the general membership meet- 
ing for the purpose of electing four di- 
rectors to serve for a period of four 
years. 


Arthur W. Forman 


Arthur W. Forman, head of Cooper & 
Forman, 3 Maiden Lane, New York, died 
Dec. 2 at the Garden City Hotel, Garden 
City, at the age of 65 years. Death 
came as the result of complications which 
followed an operation undergone by Mr 
Forman last May. Funeral was held 
from the late home at 12 St. James Place, 
Brooklyn, on Dec. 5 with burial in the 
Cold Spring Memorial Cemetery. 

Mr. Forman was born in Brooklyn 
and started in the jewelry business as a 
boy of 14, his first job being in 1892 
with Joseph Fahys at 3 Maiden Lane, 
an address which Mr. Forman later took 
for his own, where he remained until 
the time of his death. ‘The business will 
be continued under the same name by 
Charles C. Pickford and John Boden- 
heimer in partnership. 

Deceased was a member of the Mer- 
chants Association, The New York 
Chamber of Commerce and The Jewelers 
Security Alliance. 

Surviving are the widow, Henrietta B., 
and a son, Harold B. Forman. 


Charles T. Dougherty 


Newark, N. J., Dec. 21.—Charles T. 
Dougherty, head of the Charles T. 
Dougherty Co., 7 W. 45th St., New York, 
died suddenly at his home, 191 Roseville 
Ave., on Wednesday, Dec. 16, as the re- 
sult of a heart attack. Mr. Dougherty 
has been associated. with the jewelry 
trade for many years. He was well and 
favorably known to a wide circle of 
friends and acquaintances. The funeral 
services were held on Saturday at 2 p. m. 
at the House for Services, 160 Clinton 
Ave. 

Mr. Dougherty was born in Newark 
and was in his 64th year. He had al- 
ways been associated with the jewelry 
trade, his father having been a jeweler 
before him. As a boy, Mr. Dougherty 
went with William L. Sexton & Co., and 
remained with that house as a traveling 
salesman, becoming vice-president of the 
concern. About 1905 he joined with Frank 
C. Osmers, who at that time conducted 
business as the Frank C. Osmers Co., and 
the firm name was changed to the Osmers 
& Dougherty Co. Mr. Osmers sold his 
interest in the Osmers & Dougherty Co. 
about 12 years ago. Mr. Dougherty con- 
tinued in the manufacturing jewelry busi- 
ness under the style of Chas. T. Dough- 
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erty Co., until about six years ago, when 
he gave up that end of the business and 
became a dealer in pearls and precious 
stones. He was married a year and a 
half ago. 

Deceased was a member of the Jewel- 
ers 24 Karat Club of New York, the 
Brotherhood of Traveling Jewelers, the 
Newark Athletic Club, and the Newark 
Lodge of Elks. 


Work of A. N. R. J. A. Against 
Unjust Taxation 


“Federal Taxation a Serious Menace 
to Jewelers” is the subject of an article 
in the December issue of the Anrja Bul- 
letin. In it Wilson A. Streeter, chairman 
of the Tax Committee, discusses the 
preparations which are being made to 
fight any selective sales tax. The A. N. 
R. J. A. sponsored a meeting held on Nov. 
19, at which preliminary organization 
steps were taken and arrangements made 
to cooperate in every way possible with 
those who would be affected by similar 
legislation. A. N. R. J. A. was repre- 
sented at a meeting of the Retailers’ Na- 
tional Council, held in Chicago on Dec. 4, 
by Treasurer A. W. Anderson. 

Protests have been made to the United 
States Chamber of Commerce, regarding 
any proposed taxes and communications 
have been sent to various individuals and 
organizations whose businesses would be 
subject to taxation under a _ turn-over 
sales tax or a selective sales tax. 

It is the desire of the A. N. R. J. A. 
and those working in conjunction with it 
that all efforts within the jewelry indus- 
try be harmonized—that independent 
action of individuals be discouraged, ex- 
cept as requested or directed. 

A strong industry committee has been 
selected representing the entire country, 
and when the time arrives for action, it 
will be comparatively easy to function 
through these leaders. 

Briefly stated, the interests of the jew- 
elry industry are being safeguarded in 
every way possible. Chairman Streeter 
has the benefit of the advice and counsel 
of Meyer D. Rothschild tax expert, who 
was the former Chairman of the Tax 
Committee, T..Edward Willson editor of 
I'HeE JEWELERS’ CIRCULAR, a member of 
the committee, and also has the closest 
cooperation and assistance from the Na- 
tional secretary’s office. 

Platinum Market 

Total imports into the United States of 
the platinum metals during the month of 
September, 1931, amounted to $54,528. 
Of this amount, $54,515 worth came from 
the United Kingdom, in purchases of 
Palladium, Osmium and osmiridium, and 
rhodium and ruthenium. 

Our exports of platinum and _ the 
platinum metals during September were 
valued at $104,510. 

Platinum prices, as of Dec. 28, were 
officially quoted as: 


A eee ey $40.00 
Containing 5 per cent iridium... Pia 43.00 
Containing 10 per cent iridium. . mi 46.00 
Iridium Meee es Maes Noe «3 
re oan 21.00 


Elizabeth Dickinson Passes Away in 
Her 94th Year 


BuFFALo, N. Y., Dec. 26.—Mrs. Eliza- 
beth Dickinson, the oldest living woman 
jeweler in the country and head of the 
firm of T. & E. Dickinson of this city, 
passed away Christmas eve in her 94th 
year. She is survived by four grandsons 
and 11 great grandchildren. 

Elizabeth Dickinson, who was one of 
the most remarkable business women that 
ever entered the industry, was born in 
Germany, Nov. 30, 1838, and was brought 
to Buffalo by her parents when about 12 
years old. At 18, she married Thomas 
Dickinson, a watchmaker and jeweler, 
and later joined him in the firm of T. & 
E. Dickinson, who opened a store at 472 
Main St. 

Mr. Dickinson was a thorough jeweler 
and his wife, a capable business woman, 
and the firm prospered and became not 
only the outstanding jewelry firm of Buf- 
falo but one of the leading concerns of 
New York. After Mr. Dickinson’s death, 
Elizabeth Dickinson continued the busi- 
ness, developing it successfully and re- 
maining in charge for nearly three-quar- 
ters of a century. 

Although many years associated with 
her son, Albert, who died some vears 
ago and later with her grandsons, she 
remained the active head of the business 
until she had passed her 90th year, visit- 
ing the store daily and keeping in ‘touch 
with all its general affairs. 

Her death caused deep sorrow in the 
jewelry trade and among the many fine 
tributes received by the family was a 
notable one from the 24 Karat Club of 
Buffalo signed by Charles F. Smith. 

Her surviving grandsons are Alfred, 
Harold and John Dickinson associated in 
the business and Sanford Dickinson, a 
resident of New York. 


Jewelers 24 Karat Club Re-elects 
Officers 


[he annual meeting of the Jewelers 
24 Karat Club of New York which was 
held at the rooms of the organization, 
Monday, Dec. 28, was marked by sadness 
owing to the announcement made to the 
members of the death of many olde: 
members of the organization. Among 
these were Harry Larter, former presi- 
dent and for many years chairman of 
the Board of Directors, Charles T. 
Dougherty, Louis Freund and Fred 
Rauch. 

Another unusual feature was the re 
election of the officers and directors for 
the coming year. The officers are 
Charles W. Sommer, president; Jacob 
Mehrlust, vice-president; Lee Reichman, 
treasurer, and Knowlton D. Read, secre- 
tary. 


Prices of Silver Bars 


OF 
Government New 
London Assay-Sell- York 


Date Official ing Price Official 
ae 183% 30% 28% 
ime. 7 . c<s0) ae 32% 30 
ee EO) deuce ds 1943 33 30% 
ee: ree 205 33% 30% 
Dec. 28 eee 39 3034 

















SILO’S 
45th St. and Vanderbilt Ave. 
NEW YORK CITY 


ESTABLISHED 1879 


Will Sell At Unrestricted Public Auction 
DIAMOND JEWELRY, 
SILVER and OTHER ARTICLES 
Thursdays and Fridays 
JAN. 7, 8, 21, and 22 AT 9:30 A, M. 

BY ORDER OF THE 


PROVIDENT LOAN SOCIETY of NEW YORK 


FIRST SALE ON VIEW JAN. 4, AT 1 P. M. 
SECOND SALE ON VIEW JAN. 18, AT 1 P. M. 
Catalogue on request, JAMES P. SILO, Auctioneer 
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SELLING 
FINE MOSS AGATE 


Sold at retail, cut and mounted in rings, brooches, scarf 
pins, etc., 1OK Montana Agate. Send for CATALOGUE 
with 20% DISCOUNT. 
JEWELRY and LOOSE GEMS, many sorts at same 
DISCOUNT. $6,000 worth of smallest to largest. 
GENUINE ELK TEETH at wholesale to Jewelers, at 
10% LISCOUNT on the wholesale price. Sent on selec- 
tion. 

All Sorts of Gems 


L. W. STILWELL 
DEADWOOD, SOUTH DAKOTA 





WE PAY CASH: FOR YOUR 
ENTIRE STOCK and FIXTURES 


He) 0) town C10) -1310)\\ mrs O10) 


27 SCHOOL STREET 
BOSTON, MASS. 


WRITE OR WIRE AND WE WILL SEND A 
REPRESENTATIVE AT ONCE 











A 
NEW 


























HOTEL 

mete ADJACENT 

itt TO THE 

atte NEW 

nit JEWELRY 

eer DISTRICT 
Ww 


SAMPLE ROOMS AND SUITES AVAILABLE 


EVERY ONE of the thousand rooms contains a 
RADIO, PRIVATE BATH, CIRCULATING ICE 
WATER, SERVIDOR. 


Single from $2.50 daily. Double from $4.00 daily. 


The NEW HOTEL 


VICTORIA 


7TH AVENUE AT 51ST STREET, NEW YORK 











OFFICES FOR RENT IN 
National Jewelers Board of Trade Bldg. 


22 West 48th Street, New York City 
Small and larger units of desirable space, with north 
light ready for immediate occupancy. 


DE WITT, SMITH & BATZLE, Managing Agents 
37 Wall Street, New York City 


Phone Whitehall 4-3833 








Do your own Refining 


Recover ALL the values in your old solutions, 
scrap, filings. clippings, polishings, ete. The 
Hoke instructions tell you how to do this simply 
and economically. 


22 Albany Street, New York City 





Ask for our free booklet R. W. 
Jewelers’ Technical Advice Co. 


Co-operating with Hoke, Inc. 











Daily Rates Reduced 


$2.50 per day without bath 

$3.00 per day with bath 

$4.00 per day double with 
bath 






Home of the famous swimming pool- 





at 49* and Lexington NEW YORK 


Has all the comforts 
of a private club. 
The most enjoyable 
hotel atmosphere 
in New York. 

a ae 
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CHICAGO: 


J. T. Montgomery, of the M. A. Mead 
Co., has been elected president of the 
Westmoreland Golf Club. 


Harry Radix, president of Thomas J. 
Dee & Co,, on Dec. 1 was elected presi- 
dent of the Chicago division of the Na- 
tional Golf Association. 


It was recently reported that a sales- 
man for the Hart Jewelry Co., 27 E. 
Monroe St., was robbed of merchandise. 
The jewelry was insured. 

George Dahlman, manufacturers’ rep- 
resentative, of 29 E. Madison St., will in 
1932 represent Cheever, Tweedy & Co., 
and also G. C. Hudson & Co., both of 
North Attleboro, Mass., in the Mid West, 
North West and southern territory. 

The Elgin National Watch Co., Elgin, 
Ill., has filed an application with the 
Federal Radio Commission asking for a 
license renewal for its station W9XAN 
for special experimental work using the 
amateur band. The station uses 500 
watts power. 

W. R. Curtis, for 22 years associated 
with the jewelry business, held formal 
opening of his new store in the Abraham 
Lincoln Hotel building, 403 South Fifth 
St., at Springfield, Ill., recently. He was 
with Lohman Bros. six years and for 10 
years associated with the J. C. Klaholt 
Co. 

F. D. Pennes has opened his new store 
in the Bondi building, 307 E. Main St., 
Galesburg, IIl., the realization of an ob- 
jective he had pursued the past 14 years, 
since he opened his first little shop at 207 
E. Main St., where he had launched his 
business career with a few tools and 
limited capital. 

The annual meeting of the members of 
the National Jewelers Board of Trade in 
the Chicago District will be held on 
Thursday, Jan. 7, 1932, at 11 a.m., in 
the rooms of the Board, 58 E. Washing- 
ton St. Election of four directors to serve 
for a period of two years will take place. 
After electing the directors the meeting 
will elect a nominating committee of 
three for 1932 for the Chicago District. 
Members in the Chicago District who are 
requested to attend are those in the 
states of Illinois, Missouri, Iowa, Minne- 
sota, North Dakota, South Dakota, 
Nebraska, Kansas, Wisconsin, Michigan 
and Indiana. 

At the regular monthly luncheon of the 
Chicago Jewelers’ Association held at the 
Palmer House recently five inembers were 
made honorary life members in recogni- 
tion of years of service to the association 
and the industry. Those so honored were 
John H. Hardin, Chas. T. Ross, M. A. 
Mead, George Weitig and Joseph Mil- 
hening. In point of years Mr. Milhening 
is the oldest, 92 years old, and Mr. Mead 
is the only member living that has been 
a member of the association for more 
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than 50 years. Each was presented with 
a nicely bound copy of the resolutions 
conferring the honor. The presentations 
were made by resident A. C. Becken, 
Jr. During the routine business and re- 
ports of committees Harry Radix, chair- 
man of the Good & Welfare Committee, 
announced that as a result of a referen- 
dum conducted the directors have decided 
to substitute an informal dinner for the 
regular annual banquet in January, 1932. 
The dinner will be held on Thursday 
evening, Jan. 21 and attendance will be 
limited to member companies and their 
employees. 


T PLUS SIGNS ] 


+ + + THE STATE OF OHIO 
will construct 854 miles of highways 
during 1932 at a cost of $24,111,- 
000. 


+ + COMMERCIAL SOL- 
VENTS CORPORATION will place 
its Peoria plant on capacity oper- 
ations about January 1. 

+ -+- AUBURN AUTOMOBILE 
CO. has placed orders for more 
than $11,000,000 worth of materials 
to be used in production operations 
during the first quarter of 1932. 

+ THE UNION CARBIDE 
& CARBON COMPANY'S plant at 
Sault Ste. Marie, Mich., will begin 
capacity operations January 1, after 
being on half time since last May. 
+ + + GRAIN SHIPMENTS 
from Pacific Coast ports show an 
increase of 400 per cent over last 


year. 
Compiled by 














| SALES MANAGEMENT 
_ 


Death of A. G. Schwab 


CINCINNATI, Dec. 14.—Funeral services 
for A. G. Schwab, 84, retired wholesale 
jeweler who died at the Jewish hospital 
following an operation, Friday, were held 
Sunday. Burial was made in the Wal- 
nut Hills Jewish Cemetery. 

Mr. Schwab was one of the deans of 
the jewelry trade in Cincinnati as he 
founded the firm which bears his name 
50 years before he retired from active 
work 15 years ago. Although he asserted 
he was not active from the time he 
turned his establishment over to Julian 
G., and Herbert C. Schwab, sons, some 
time ago, Mr. Schwab put in daily ap- 
pearance at the offices in the Duttenhofer 
building. The only time he was absent 
was when he and Mrs. Schwab spent a 
month or six weeks each year at Atlantic 
City or in traveling. 
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Mr. Schwab was president of the Na- 
tional Wholesale Jewelers’ Association at 
one time and also acted as head of the 
local wholesale division. 

Mrs. Schwab, the two sons and two 
daughters Mrs. Estelle Levy and Mrs 
Rubie Lange survive. 


Arthur F. Smith 


OMAHA, NesB., Dec. 5.— Arthur F 
Smith, wholesale jeweler of this city, died 
recently at his home, 3910 Dewey Ave 
He was 68 years old. He was the head 


of the A. F. Smith Co., Inc., one of the 
largest wholesale jewelry firm's west of 
Chicago. 


Born in Chicago in 1863, he arrived in 
Omaha at the age of 19, and after being 
employed for several years in both the 
retail and wholesale branches of the 
trade, he organized the firm of Reichen- 
berg-Smith, wholesale jewelers. In 1904 
he bought out his partners, changed the 
name to A. F. Smith Co., and continued 
as president until his death. 

He is survived by his widow, two sons, 
two brothers and three sisters 


Charles A. Mauch 


MARSHALL, Mo., Dec. 1.—Charles A. 
Mauch, retired jeweler of this city, died 
Dec. 26, Thanksgiving night, at his home, 
519 Odell St. He was 78 years old. 
Funeral services were held from the 
Trinity Episcopal Church. 

Born in 1853 in St. Louis, Mr. Mauch 
came to Marshall 51 years ago and was 
employed by several retail jewelers of 
this city. He later became a member of 
the firm of Walker, Mauch & Adams, 
which soon after became known as Mauch 
& Adams. The business was sold to G. 
W. Reid in 1920, Mr. Mauch retiring at 
that time. 

Surviving are his daughter, Miss Min- 
nie Mauch, a sister and two brothers. 


Jan. 6 the Date for Annual Meeting 
of Pacific Coast District of 
N. J. B. of T. 


Pacific Coast members of that district 
of the National Jewelers Board of Trade 
are requested to attend the annual dis- 
trict meeting to be held on Wednesday, 
Jan. 6, 1932, at 12.15 p.m., at the St. 
Francis Hotel, San Francisco, Cal. 

The members will elect one director to 
serve for a term of four years. Follow- 
ing this election a nominating committee 
of three will be chosen for 1932 for the 
Pacific Coast District. 

Members included in this district are 
those in the states of New Mexico, Colo- 
rado, Wyoming, Montana, Idaho, Utah, 
Arizona, California, Nevada, Oregon and 
Washington. 
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Three of the Prize Winning 


Windows 
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A Contest 
that Helped to 


Sell More Silverware 


Helping others to help themselves was the 
spirit which prompted the recent window / 
display contest conducted by the Interna 
tional Silver Co. Three groups of fourteen 
prizes each were awarded, and the company 
was very much pleased, not only with the 
number of windows installed, but with the ; 
unusually high character of all the displays 








Like other progressive manufacturers th 
International Silver Co. realizes that its suc 
cess depends in large measure on that of thé 
retail jeweler—the contact point with the 
public—and that by developing customer 
appeal through attractively arranged win 
dows store traffic is prompted and increased 
sales result. In giving retail jewelers ar 
added incentive to greater effort in making 
their store windows attractive public atten- 
tion was called to the purchase of silver 
ware and an outstanding service rendered 


The judges selected were authorities c 
window display and the photographs wer: 
known only by numbers. The decisions wer 
unanimous. In promoting this really wortt 
while 1847 Rogers Bros. window display con 
test hetween Oct. 19 and Nov. 7, the result 
obtained more than justified the time and 
effort involved. 





One of the remarkable features brought 
out in this contest was the fact that quite < 
number of windows contained display mate- 
rial that had been supplied to jewelers over 
the past two to five years, indicating appre- 
ciation of good window display material 





; Plan a Special Window for National : 


Watch Cleaning and Jewelry Repair ; 
Week, Beginning February 24. 
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A CAMPAIGN PLANNED TO 
HELP INCREASE YOUR BUSINESS 











Every Jeweler can par- 
ticipate but individual 
effort will serve best. 





7 





ewelers every 
ipporting th 


stimulat 


necc 





Read in this section of [The Jewelers’ Circular 


how you can cooperate in a worthwhile move- 
ment and at the same time profit from your 
efforts. Jewelers throughout the country are 
enthusiastic about this plan. 
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MADE TO LIVE AGAIN 
NOT A MIRACLE 


MAY a watch that was considered dead, has 

been brought back to life through the 
skill of our expert watchmakers. We can do 
the same for yours, and there may be little the 
matter with it. A cleaning, oiling, perhaps a 
minor repair, and it is as good as New, endorsed 
by our guarantee. Old Jewelry! Make use of it. 
Bring it in, and have it repaired or remodeled in 
modern style. When visiting us, we will be glad 
to show you the many interesting pieces of 
Jewelry that we have on hand. 









et 


h Cleaning 
epair Week, 
y 24th, 1932. \ 


—_—_— 












\ National Watc 
\ and Jewelry R 
begins Februar 








NAME AND 
ADDRESS 


mw 











REPAIR CAMPAIGN ADS 








Send for these effective 
newspaper ads. Use them 


7 to build business for your 
oo store. Mats are 75c each. 
Send Check to 
And Your Watch 


A. N. R. J. A. 
22 West 48th Street 
C*- to machinery, is as t 
important as oxygen 


Too Bad it’s 
Broken .... 


+ But it’s never 
so Badly 
Broken that 
"| it cannot be 
A | repaired 








fe Repair Department 
prides itself on being able 
to repair as good as new almost 
any piece of broken Jewelry. 
We also do remodeling, Re- 
plating, Watch Repairing and 
Cleaning. 


Bring in your collection of 
unused Jewelry, get each piece 
repaired or remodeled in mod- 
ern style. Make yourself at 
home while in our store, and 
examine our very desirable 
line. You will find something 
that you are sure to want. 





Watch Cleaning 
nal y Repair week, \ 
24th, 1932. ; 


le - 
\ Natio 
| and Jewelr 
| begins February 








NAME AND 
ADDRESS 














New York 
is to man. No finer piece of ‘ 
machinery exists than is 
found in the modern watch. a 
It must have Oil, even 
though many seem to think 
it doesn’t. True, it needs 
only a drop now and then, 
but that drop is vitally im- t 
portant. Bring yours in .. 
have itcleanedand properly 1 
oiled. While in our store, 
see our complete line of ' 
fine Jewelry and Gift Novel- 
ties. We are sure you'll 
discover something that 
will interest you. 





NAME AND 


ADDRESS 





Wear Them Again. . 
, ---- im Modern Style 





NAME AND 
ADDRESS 


(THERE are many pieces of Jewelry 

hidden away that can be worn 
again in modern style. Rings, Brooches, 
Pendants and other Jewelry can be mod- 
ernized by remodeling, at small cost. 
We invite you to bring them in. . get 
our estimate on a new creation. Don’t 
forget the Watch that needs cleaning 
and repairing. Also, if you contemplate 
a Gift, or something for yourself, come 
in and select it from our attractive 
stock. 






Cleaning 
canal Watch 
ea Jewett? Repair Week, 





\ 
\ 











ond 
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Plan Now 
Your 
Share 

of 
Business 


During 






BEGINNING FEB. 24° 











Check Your 
Watch With 
The Correct 
Time In Our 











National Watch Cleaning and 
Jewelry Repair Week Beginning Feb. 24 


Bae conditions through which 
the jewelry trade has just passed have proved conclu- 
sively the value of the repairing end of the jewelry busi- 
ness, and 1932 will undoubtedly see a development of 
this end of the business in every class of retail jewelry 
establishment from the largest to the smallest. The 
jewelry repairing business means not only continuous 
business and income for the retailer but it 
serves to give him contact for potential customers which 
is valuable when they are in a position to buy. 

THe Jewevers’ Crrcucar has been urging the de- 
velopment of the repair department for some time and in 
this connection is glad to call attention to the movement 
sponsored by the A. N. R. J. A. for a nation-wide adop- 
tion of a Watch Cleaning and Jewelry Repairing Week 
to begin Feb. 24. 

For this purpose and to acquaint the retailers with the 
importance of the movement, the A. N. R. J. A. has had 
prepared posters to be used in the stores of the members 
and material for the retail jeweler to give to his local 
paper, as well as dealer and sales promotion helps to be 
used in fostering both the repair department and publicity 
for this week. 

Back of this movement has been marshalled not only 
the efforts of the A. N. R. J. A., its sponsor, but the co- 
operation of wholesaler, material dealer and manufac- 
turer and it is planned to make during the week of Feb- 
ruary 24 a nation wide drive to bring into the jewelry 
stores of the country a greatly increased watch cleaning 


cash also 
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and repairing and jewelry repairing and remounting bus 
iness. 

The campaign provides for far flung newspaper and 
window display publicity. Newspapers in cities and 
towns throughout the country will be provided with in- 
teresting articles and jewelers will be urged to support 
he movement by local advertising. In addition, a three- 
color poster, 22 inches wide by 34 inches high, will be 
displayed in jewelers’ windows. ‘The copy on the poster 
is a direct invitation to the public to come into the store. 

Free mats will be furnished with which to print “Na- 
tional Watch Cleaning and Jewelry Repair Week”’ stick- 
ers to be put on all outgoing mail and stickers may also 
be obtained by material and supply houses, manufactur- 
ers, wholesalers and others who cooperate in the cam- 
paign. 


Ali communications should be 
addressed to the American National Retail Jewelers’ As- 
sociation, 22 West Forty-eighth Street, New York. It 
is important that campaign material be secured as soon 
as possible. The cost to retail jewelers will be $1. 

In addition to calling public attention to the need fo 
having watches cleaned and repaired and for having old 
jewelry remounted or repaired, the campaign will serve 
to increase store traffic and offer new opportunities for 
sales. Literature in the nature of sales helps will be avail- 
able for direct mail use and every effort will be made to 
create widespread public attention. 
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| BEGINNING FEB. 24" 
SPONSORED REPAIR WEEK 
by Check Your 
A.N.R.).A. ne C 
ALABAMA KENTUCKY 
Birmingham Louisville 
F. T. SKELTON CO., INC. GEO. KATZMAN CO., INC. 
1921’ Second Avenue S. E. Cor. 3rd & Walnut Streets 
| 
| . 
DELAWARE seated 


Wilmington 
B. KLEITZ & BRO. CO. 
6th & Market Streets 


DISTRICT OF COLUMBIA 
Washington 


A. BLUSTEIN CO., INC. 
904 G Street, N. W. 


ILLINOIS 
Chicago 


BENJ. ALLEN & CO., INC. 
10 So. Wabash Avenue 


A. C. BECKEN COMPANY 
35 East Wacker Drive 


SWARTCHILD & CO. 
29 East Madison Street 





Baltimore 


JOHN A. TSCHANTRE 
28 E. Baltimore Street 


VMVASSACHUSETTS 
Boston 


RARKINS & MURPHY CO. 
373 Washington Street 


J. M. KIRBY CO., INC. 
373 Washington Street 


MINNESOTA 
Minneapolis 


S. H. CLAUSIN & CO., INC. 
17 South 6th Street 


St. Paul 


ESSLINGER & CO. 
510 Ryan Building 





= — 


Fin 
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SALE DISTRIBUTORS of 4 4 4 


Watch Materials and Jewelry Supplies 


Who Have Endorsed the National Watch 
Cleaning and Jewelry Repair Week Feb. 24 














NEBRASKA VEW YORK CITY (Continued ) 


Omaha 
THE BERGMAN COMPANY CONOVER & QUAYLE, INC. 
170 Broadway 


409 South 15th Street 


HENRY DIAMOND 
90 Canal Street 


VEW JERSEY GEORGE ]|. DOEHRMANN 
Newark 15 Maiden Lane 
NEW JERSEY JEWELERS SUPPLY HOUSE 


95 Bank Street 


KOSOVER & RADIN 
65 Chrystie Street 


KRIEGER & DRANOFF 
10 W. 47th Street 





NEW YORK 
Albany 


M. LEVITZ & COMPANY | 
Levitz Building | LIEBERMAN BROS. 
66 Nassau Street 


JOSEPH PILTZ | 
26 Eldridge Street 





NEW YORK CITY 





ADELSON & SEGALL 
97 Canal Street 


BUHL, PEER & KEEFE 
37 Maiden Lane 





JOHN A. POLTOCK & CO., INC. 
15 Maiden Lane 


S. STANLEY SOLOMON 
21 Maiden Lane 
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LEADING WHOLESALE DISTRIBUTORS of 


Watch Materials and Jewelry Supplies 
Who Have Endorsed the National Watch 
Cleaning and Jewelry Repair Week Feb. 24 
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SPONSORED 
by | * | Check Your 
A.N.RJ.A. || GRFC TheCorrece 
| wae Time In Our 
OHIO 








Cincinnati 


LINDNER & CO. 
18 West Seventh Street 


Cleveland 


COLMAN BROS. 


Schofield Bldg., Cor. E. 9th & Euclid Ave. 


THE MERIT COMPANY 
1010 Euclid Avenue 


Columbus 


EARL SCULLER 
Citizens Bank Bldg. 


OREGON 
Portland 


BUTTERFIELD BROS. 
Mohawk Building 


PENNSYLVANIA 
Harrisburg 


E. E. FISHER 
26 North Third Street 


Lancaster 


H. S. MEISKEY COMPANY 
144-148 N. Duke Street 


SAUL L. SOLOMON 
444 N. Queen Street 








Philadelphia 
See Page 99 for Association Listing 
Pittsburgh 


MARTIN GLUCK & SONS 
718 Penn Avenue 


J. M. KURTZ COMPANY 
214 Bessemer Building 


* * * 


TEXAS 
Dallas 


H. H. HAWLEY CO., INC. 
1521-1523 Commerce Street 


Houstcn 


H. H. HAWLEY CO., INC 
41312 Fannin Street 


* *% * 


VIRGINIA 
Norfolk 


HERR & KLINE 
231-235 Granby Street 


* * * 


WASHINGTON 
Spokane 


S. H. CLAUSIN & CO., INC 
Hyde Building 


* * * 


WISCONSIN 
Milwaukee 


WM. F. GOLLBERG COMPANY 
213 West Wisconsin Avenue 


Sg 








The Pronounced Effect of Temperature on 
Watch Oil 


i —_ 


BEGINNING FEB. 24" 




















‘Vie question of | 
the extreme temperatures to which watches, and particu- | 
larly wrist-watches, may be exposed, and its consequences | 
upon preservation of the oil, has been the subject of an | SPONSORED 
interesting research by M. Paul Berner, presented before | | by 
the Swiss Chronometrical Society. ™ ar | ANJA 


| 
} 
} 
if 


Taking climate into account and the temperature of | wa. acy ni 


the human body, and also including the possibility of a 
variable absorption of heat according to the type of cloth- 
ing worn, the author issued the following tables: 

In winter and for a difference of 98 deg. Fahr. (16 | 
deg. to 83 deg.) in the open air the watch carried in the ———— ll 
pocket is exposed to a difference of 20 deg. Fahr. (57 deg. 
to 77 deg.), and the watch worn on the wrist to a dif- 
ference of 45 deg. Fahr. (39 deg. to 84 deg.). The Members of 

In the summer for a difference of temperature 29 deg. The Philadelphia Association 
Fahr. (52 deg. to 81 deg.) the watch carried in the 
pocket is exposed to a difference of 18 deg. Fahr. (77 of 
deg. to 95 deg.), and the watch worn on wrist to a dif- 
ference of 45 deg. Fahr. (84.5 deg. to 90 deg.). 

These figures show the real temperature limits to which 
the oil is exposed in wrist-watches or in the ordinary 
watches carried in the pocket. The limits are narrow if 
we compare them with the temperature changes experi- | 


























Watchmakers and Jewelers 
Supply Jobbers 


Heartily Endorse the National Watch Cleaning 
and Jewelry Repair Week 


enced in aeronautics. 

Only a mineral oil which keeps its qualities at extremely | OS. B. BECHTEL & CO.. INC 
cold temperatures could be recommended for lubricating | J alae: 129 § aitlonn ie F 
these watches and the other aircraft instruments. ansom sires 


M. Woog’s researches S. GOLDIN & CO. 
also related to the action of many lubricating products 12414 So. 8th Street 
submitted to different temperatures up to 100 deg. C., 
and below are his conclusions given in his paper of Jan. 

9, 1928, to the Academy of Sciences: 

“On soft steel surfaces fatty animal and vegetable KRAMER BROTHERS 
oils spread more rapidly at high temperatures than 725 Sansom Street 
mineral oil placed on a steel surface prepared accord- 
ing to the Epilame process. 

“Quick or slow spreading is more or less marked 
on lead, copper, porous platinum, aluminum, brass, | BORIS POUL 
pewter, zinc. ‘The effects are stronger on laminated 801 Sansom Street 
metallic surfaces. Oil keeps steady or spreads only 
slightly on gold, polished platinum, silver, melted 


quartz, ruby, sapphire or glass, but the extension of ROTHMAN & MEYER 


oil drops is not good. On chromium (electrolytic é 
deposit) and on nickel oil remains indefinitely (200 134 South Eighth Street 


hours and more), and only spreads if the tempera- 
ture rises above 100 deg. 
“These trials were made by placing some small M. SICKLES & SON 
drops of oil on strips or blocks of different material ¥ 
kept sealed in air-tight vessels. ‘The vessels were 904 Chestnut Street 
themselves put into a heated receptacle and placed 
at the center of a glazed hot-air gas oven and con- 
trolled at 102 deg. C.” WILLIAMS & WAPLES 
It was observed that in a saturated atmosphere the 727 Sansom Street 
active action of the epilamen film was maintained from 
the lowest temperatures up to 100 deg. C.—that is to 
say, a range which includes the use of all watches | 


and similar instruments. — Paul Ditisheim in_ the | A. ZLOTNICK & CO. 
London Watchmaker. | 708 Sansom Street 
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OF 
Precious 


Metals 
Cold, Silver 


AND © 
Platinum 


T.B. 
HAGSTOZ 
and SON 


709 Sansom St. 
PHILADELPHIA, PA. 





ccunmnaalll 





























100% Cash 
for Your 


Old Stock 


UR experience of 4 genera- 
tions enables us to get the 
utmost out of your old gold, sil- 
ver, platinum, filled cases, optical 
frames, etc. 














A reputation over a century in the 
building is behind our guarantee. 


Send in a trial shipment and be 
convinced. The check for full 


value will be sent by return mail. 


Lots held intact until estimates 
are approved. 


N. L. SHTEINSHLEIFER 


Refiner of Precious Metals 
78 Bowery, New York, N. Y. 
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Just see if you can’t do better 
shipping your scrap to Hoover. 
Your values held for your ap- 
proval of our offer. After all, 
“Tt’s the Amount of the Check 
that Counts.” Shipping con- 
tainers furnished. Write us what 
you have to ship. 


HOOVER & STRONG, INC. 
119 W. Tupper St., Buffalo, N. Y. 


Golden Rule Refiners and Manufacturers Since 1912 
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The Perfect 
Channelled Wedding Ring 


IS THE ONLY ONE 
TO GIVE COMPLETE 
SATISFACTION 


IT IS SOLD BY 


Johnson, Matthey & Co., Inc. 


15 West 47th St. i 
New York City ff 


Telephone: 
Bryant 9-4645 


Refiners of 
Platinum and 
Precious Metals 





Trade Mark 
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Philadelphia Association of Watchmakers and Jewelry Supply Jobbers 
Endorses National Watch Cleaning and Jewelry Repair Week 








Joseph B. Bechtel, leading wholesale jeweler and 
watchmakers material dealer of this city, is convinced that 
the National Watch and Jewelry Repair Week movement 
will be a good thing for the trade all over the country. 
In a statement to a JEWELERS’ CIRCULAR representative, 
Mr. Bechtel, who is president of the Philadelphia Associ- 
ation of Watchmakers’ and Jewelry Supply Jobbers, said: 

“T have great hopes for the benefits than can be derived 
from the national watch and jewelry repair week, 
sponsored by the American National Retail Jewelers’ As 
sociation, during the week of Feb. 24, 1932. 

“Every retail jeweler should be encouraged to hand his 
$1 to the secretary of the American National Retail 
| a Jewelers’ Association as his share in pushing the national 
7 iad repair week. Every material house should be backing the 
movement with publicity. 

‘My sentiments in this matter are, in my firm beliet, 
those of the material dealers association of Philadelphia. 
Had we a thoroughly organized national material dealers 
association, a project like the foregoing could be handled 


























President 
Philadelphia Association 




















100 per cent successfully.” 


7ft 8 sokne 


Jewelry Material and Supply Dealers Association, Inc, Enthusiastic 
About Plans for National Campaign 








Robert Quayle, president of the Jewelry Material & ee 
Supply Dealers’ Association of New York, and partnet 
in the firm of Conover & Quayle, 170 Broadway, New 
York, is an ardent booster of the idea of the National 
Watch Cleaning and Jewelry Repair Week. As spokes- 
man for his association, he said: 

“The Jewelry Material & Supply Dealers’ Association 
of New York, heartily endorses the National Watch 
cleaning and Jewelry Repair Week, starting Feb. 24, 
sponsored by the American National Retail Jewelers’ As- 
sociation. I am confident that such a movement may 
well grow into an annual event which will prove increas- 
ingly beneficial to all concerned. It is the duty of all as- 
sociations, especially those directly concerned with the re | 


pairing and cleaning of watches, such as organizations of | 
1] President 











materials houses, to support the movement in every way 


: i ‘ ; é ; aad N York A 
possible. A stimulation of business in the retail jewelry maintained wis 





store is something to be welcomed by all members of the 


GusA 
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PERMANENT 
TK FINE WHITE 


Ss METAL 
ors FINISH FOR 


° JEWELRY 


We are now prepared to give highest grade service in 
plating any article of jewelry with RHODIUM, a pre- 
cious metal of the platinum group—a lasting, beautiful, 
white color on yellow gold, white gold or silver. Send 
us a ring—bracelet—brooch, watch case, necklace for 
sample of this beautiful finish. 


MAKE YOUR OLD STOCK NEW 


We repair and refinish all kinds of BAGS—SILVER- 
WARE of all kinds—Plating in Gold—Silver—Platinum 
—Rhodium. A quarter century of successful experience 
aided by the latest complete mechanical equipment as- 
sures low cost, dependable service and your entire satie- 
faction with each job. 


SWARTZ & CO. 


The Silversmiths Bldg. 
10 S. WABASH AVE., CHICAGO 
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Send your 


SP WED 


SMELTING & REFINING CO. 


55 So. Third St. 
Minneapolis, Minn. 


Scrap to 















Quicker Cleaner 
Melts Castings 





Crucibles 


For Melting Gold and Silver 
Without the Use of a Furnace 


@ Dica crucibles are made of the most heat re- 
taining materials and are uniform in composition. 


@ They do not crack when heated or cooled. 


@ You will find them convenient as they are de- 
signed with the correct pouring angle. 


Ask your dealer. 


BINNEY & SMITH CO. 


41 East 42nd Street, New York, N. Y. 


BINNEY & SMITH CO., 41 E. 42nd St., New York. 

We are interested in the Dica Crucible, so please send us more 
nformation 

Name wrrevtTarrvieTcLe cit eer eerie ee 
fe i rr ree ee ry eS te ee a hey 
City Serer... merewrry eee el 














The Finest Improved 


NON-TARNISHING 
FLANNEL ROLLS AND BAGS 


For Silverware 


Samples and prices for comparative 


purposes will be submitted gladly. 
EUREKA MFG. CO., Inc. 


Taunton, Mass. 


























THE STRONGHOLD RING GUARD 


UNBEATABLE RING GUARD 
-. solid gold ring guard. Perfectly resilient, 
fits snugly on ring and insures a comfortable fit. 
Designed for Men’s, Women’s and Children’s 
rings. The guard cannot come off the ring. Sold 
on cards of 1 dozen in assorted sizes and colors. 
Also for Baby Rings. Each guard guaranteed—we 
replace all guards if they break or bend out of 
shape. Each guard stamped 14K. 

Order Through Your Jobber 


STRONGHOLD RING GUARD CO. 
Pat. No. 1809045 406 East 149th St., New York 











Medical Ophthalmology 


By Arnold Knapp, M.D. 510 pages, with 32 illustrations. 
Chapter I, comprising 80 pages, is evoted to the anatomy of 
the eye and especially the ocular nervous system. 


Price, $5.00 
THE OPTICAL JOURNAL AND REVIEW 
239 West 39th St., New York 


















































Interior of the Anderson Jewelry Store at Beloit, Wis., where watch and jewelry repairing is given 
careful attention at all times. 


This Repair Department Makes Money an 


Increases Store | raffic 


A good repair department 
is an asset to any jeweler, says J. W. Anderson, Beloit, 
Wis., who has had the opportunity to test this statement 
during the fourteen-year period he has been in the jewelry 
business in this Wisconsin city. 

“Many 


money on repair work,” stated Mr. Anderson. “I 


jewelers claim that they cannot make any 
can- 
not agree with them. | have always made money on my 
repair department because I have charged fair prices for 
good work. Furthermore, my customers seem to come 
back year after year, which shows that they must be 
satisfied with my work and service. Many times when 
sales of jewelry would slump a little, I’d find the repair 
department still doing good business. It helped me in 
the lean years when I was getting started and today 
is bringing in a very good revenue.” 

In order to make a repair department a success, Mr. 
Anderson says that a jeweler must pay it much attention. 
Work must be gotten out when promised, and a sympa- 
thetic interest must be taken in the customer’s repair 
problems, rather than an assumed careless interest, as some 
jewelers seem to take, preferring to sell watches, silver- 
ware, clocks and other items that bring in more immediate 
money. 

“Turn out a good job on time and at a fair price, and 
you will satisfy your customers,” declared Mr. Ander- 
son. “If your customers are satisfied with your work, 
particularly watches, they will recommend you to others 
and you will get more business. Time is one of the most 
important things in this era of speed and production. 
Workmen, business men and professional men all pay 


more attention to time than formerly. If one of these 
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This retail jeweler says that his repair department 
continues to bring in business when sales decline. 
“By turning out a good job at a fair price we secure 
customers and promote good will,” he says. 











men’s friends has had a watch repair job done by you and 
it is satisfactory, this news will soon leak out and you 
You sell a 
watches and other jewelry as a result of it. 


will get more customers. may even few 


work late to have 
a one dollar watch repair job ready first thing in the 
morning, as I promised,” he stated. ‘That is good busi- 
ness, I believe, for I never know when that man is going 
to buy other jewelry from me. Invariably my best sales 
of jewelry have been to customers who have at one time 
or another come to patronize my repair department.’ 

Mr. Anderson says that every jeweler annually spends 
much money in advertising just to get people into his 
store. A good repair department will bring them in every 
day in the week, and it won t cost you anything to get 
them in either. In fact, you will make money doing it, 
if you are conscientious in your work. 

Starting with $300 capital fourteen years ago, Mr. 
Anderson has succeeded in building up a fine business and 
now has a modern jewelry store, excellently arranged. 
And a good repair department has helped him, he says. 
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HOROLOGICAL 


QUESTIONNAIRE 


By 
LESTER B. PRATT 











(Continued from the December issue) 


Prcsuning that we have produced 
a suitable fly cutter, how shall we proceed to cut the 
teeth in the hour wheel? 

Answer.—F ly cutters are usually mounted in a special 
arbor and attachment. The writer uses a very simple 
attachment which can be made by the student. Refer- 
ring to Fig. 7, A is a frame which can be made of brass 
or steel and nickel-plated, if desired. “The projection at 
k may be made to fit into the tool post of the slide 
rest. BI and B2 are hardened male centers about 
inch in diameter and having sixty degree points to fit 
into the ends of the fly cutter arbor, shown at D. ‘The 
fly cutter arbor is made of steel 14 inch in diameter col- 
lar at the lower end. 

A small hole is drilled transversely through the arbor 
at the intersection of the collar, and this hole should 
be so placed that the collar will lock the fly cutter se- 
curely in position. The hole should be of the exact size 
to take the fly cutters, which in this case are 0.098 of an 
inch in diameter. With this arrangement the cutter may 
be held securely in position by means of the threaded 
collar. The arbor may be raised or lowered as re- 
quired, and the male centers locked in position by means 
of the screws Cl and C2. The pulley E may be made of 
fiber or boxwood and forced onto the tapered end of the 
arbor. 

Assuming that we have the above attachment at hand, 
then we may prepare a blank for the hour wheel. We 
will select a piece of brass of suitable dimensions and face 
off one side smooth and flat. We will require a cement 
brass of the same diameter as the finished wheel. The 
cement brass should also be faced off smooth, and the 
piece of brass for our wheel blank should be soft soldered 
to the cement brass. ‘Then we may proceed to turn 
the wheel blank to form the pipe of the hour wheel, and 
also bore the hole for the cannon pinion. ‘The hole for 
the cannon pinion may be left a trifle under size and 
reamed to fit after the wheel is cut and removed from 
the cement brass. 

To cut the teeth in the hour wheel, we shall place 
an index plate with 40 divisions on the lathe head and 
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place the index latch in position in one of the holes. With 
the fly cutter attachment in position in the slide rest, we 
shall set the cutter arbor so that the fly cutter is exactly 
on “the line of centers.”” ‘Then we may proceed to cut 
a single tooth in the hour wheel blank. The first tooth 
should not be cut to its full depth; rather we should 
make two or three cuttings on the first tooth or two and 
examine same carefully to be sure they are cut to the 
proper depth. After the attachment is properly set, all 
of the teeth may be cut in a few moments. For the best 
results, the fly cutter should be run at a very high speed. 
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Fig. 7 


Assuming that the teeth have all been cut in the 
wheel, we shall remove it from the cement brass and 
stone the wheel down to the proper thickness. 


Few shall we proceed 
to fit the hour wheel, so that it will operate properly in 
the dial train? 

Answer.—Assuming that we have figured the dimen- 
sions of the hour wheel teeth correctly, they should mesh 
properly, with the leaves in the minute pinion; we can 
be absolutely sure of this by an actual trial. Our first 
operation will be to ream out the pipe of the hour wheel 
to fit the cannon pinion. The best way to do this ream- 
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ing is to grip the pipe of the hour wheel in a wire chuck. 
We should grip the pipe loosely at first, then run the 
lathe slowly and observe if the face of the hour wheel 
runs true. We can easily true it by holding the thumb- 
nail against it while the lathe is revolving. When 
the wheel runs true then we should grip it securely 
enough to stand reaming. With a tube of thin metal, 
such as the pipe of our hour wheel is, we should not 
grip it any tighter than barely necessary to hold the 
wheel thrown out of true. Assuming that the wheel is 
held true in the chuck, then we will select a cutting 
broach of proper size and proceed to ream the pipe care- 
fully to fit the cannon pinion. We should try the cannon 
pinion in the hole frequently to determine when the 
proper size hole is made, as the metal is reamed out very 
rapidly. If we wish an extra nice job, we may do the 
final reaming with a round broach, which will smooth 
the hole and leave it highly polished. 

Assuming that the hole fits the cannon pinion properly, 
then we may remove the wheel from the chuck and try 
it in the dial train with the minute wheel and pinion and 
cannon pinion in position. Assuming that the teeth of 
the hour wheel mesh properly with the leaves of the 
minute pinion, then we may examine the thickness of the 
teeth. The teeth of the hour wheel should not extend 
above the top of the minute pinion leaves. ‘The best 
condition is attained when the upper surface of the 
hour wheel is slightly below the upper surface of the 
minute pinion. ‘This allows ample contact of the teeth 
and leaves with no tendency for the hour wheel to “‘ride”’ 
on top of the minute pinion. ‘To attain this condition 
it may be necessary to turn a slight amount of metal 
from the underside of the hour wheel to fit over the base 
of the cannon pinion. The proper condition is attained 
with just a slight amount of freedom between the unde 
surface of the hour wheel and the upper surface of the 
minute wheel. Then we may reduce the thickness of the 
hour wheel, if necessary, so it will be below the uppe: 
surface of the minute pinion. 

Our next operation will be to fit the top of the hou 
wheel pipe, which should be formed so that the top of 
the pipe is slightly lower than the minute hand shoulde: 
of the cannon pinion. Then we should turn the diameter 
of the hour wheel pipe to fit the hour hand. Each of 
these operations may be quickly performed with the 
hour wheel held in a wheel chuck. 

If we wish a first class job in every respect, we would 
gild the finished hour wheel and make it the equal of any 
factory-made product. 

(To be continued) 


Suggests Using Messenger Service to Develop 
Repair Business 

“There is a large amount of business in repair work 
to be had by the jeweler who is willing to go after it,” 
said J. B. Bechtel, president of the Philadelphia Associa- 
tion of Watchmakers & Jewelers’ Supply Jobbers. 

“The amount is far greater than the average jeweler 
realizes. Experience has shown that there are people in 
every walk of life, in all sections of the country, who have 
watches, clocks, jewelry and silverware that are out of 
use for some little defect and that have been put away 
with the idea of being repaired some day. That this mer- 
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chandise has not come to the jeweler to be repaired is 
due to the laxness of the owner—to indifference or pro- 
crastination in some cases, and in others simply to the fact 
that he does not know where to take them or how much 
it will cost. 

This watch cleaning and jewelry repair week which 
will be made known to the public in February is going 
to bring to the attention of many people the facts that 
they have been lax in getting their repair work done, and 
to stimulate the desire to have it done. This in itself 
will bring a large amount of business to the retail jeweler. 
However, every jeweler can increase it by making it eas) 
for the customer to get the work into his hands. 

Would it not be well for the jeweler in advertising 
during Repair Week both in the newspapers and an 
nouncements he sends out to customers, to offer to send 
a messenger for the repair work that they may have, 
stating that he will give an estimate, and if this is satis- 
factory will have the work done at once and will deliver 
it to the customer as soon as it is ready. Something of 
this kind may not only stimulate business but, at the same 
time, cause the repairs to be taken up at once instead of 
waiting until the customer calls. In other words, it will 
not only help business but help collections at the same 
time. This has been done in several other industries 
with excellent results and there is no reason why the 
jeweler cannot use a messenger service to help stimulate 
his business at all times. 


Pay Repair Bills Promptly 

“It is to the advantage of every retailer to pay his bills 
for repair work promptly,” said the head of a prominent 
material house, last week, “because jewelers who have a 
reputation for doing so are apt to get a preference in 
service. When material is needed, it is needed quickly. 
The repair bills are small and when paid every month 
can be paid without effort. If they are allowed to ac- 
cumulate to a large amount, they become a drain on the 
business that the jeweler feels. 

“The man who lets his repair bills go is apt to get in 
the position where the supply house will fight shy of his 
orders, whereas, with the man who pays promptly, keeps 
himself in good repute with his dealer who, in turn 
wants to cooperate with him in every way. In the end 
it costs no more to do one than the other, but the dif 
ference to the retailer is pronounced.” 


New Alloy Described at Meeting of Horological 
Society of New York 


H. I. Beeler, of the research department of the 


Hamilton Watch Co., addressed the members of the 
Horological Society of New York at the monthly meet- 
ing of the association held Dec. 1 in Turn Hall, 152 
E. 85th St., New York. Mr. Beeler’s subject was ““The 
Development of ‘Elinvar’; its Advantages and Properties 
in Modern Horology.” 

The chief feature of this new metal, Elinvar, developed 
by Dr. Ch. Ed. Guillaume, head of the International 
Bureau of Weights and Measures, as pointed out by Mr. 
Beeler, is that changes in temperature do not affect its 
elasticity. 

R. Salomon, president of the society, presided over 
the meeting. 
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Delivery guaranteed within 3 days 


George Patestro 


134 West 23rd St., 


WAtkins 9-8661 


New York City 
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THE WASHBURN 
MAGIC NUT 





Security 
Automatic Holder . . . . . » 
for scart Pins for Ear Studs, Searf Pins, 


etc. 
aa) Platinum—18k White 
Oben 18k — 14k — 10k 


14k R. P. — Sterling 


Cae PEARL DRILLING, STRINGING 
and Adjusting a Specialty 


losed a : 
—_ Repairing and Special Order Work 
Safety Catch 
for Brooches, 


Send for Descriptive Circular 
etc., 18 kt. 





white, 18 kt 6 6 C. IRVING WASHBURN 
and Smat! 108 FULTON ST., NEW YORK 





AN INVESTMENT for the JEWELER 





TO YIELD 


100% 


THE POCKET BOOK 
for JEWELERS 


by Professor Dr. Herrman Michel of the Hofmuseum 
of Vienna 





Contains All the Jeweler Must Know of 
Genuine and Synthetic Jewels 
Genuine and Cultured Pearls 


500 copies in all were printed, of which there are only 
a few left, which we are closing out now at $9.50 postpaid. 


Send check to: 


G. L. HERZ, EDITOR 
292 Madison Ave., 21st Floor, New York 














EXPERT WATCH REPAIRING 


for the trade 
Guaranteed; prices very reasonable; prompt delivery; out of town 
work given special attention; send for our price list. 
is sg ~ 
H. IZZET & CO. 
154 NASSAU ST. NEW YORK 


Beekman 3-0396 








THE PROTECTION RING GUARD 


The Most Perfect Ring Guard Ever Mad 


NO POINTS TO SCRATCH 

1 Doz. Ass’d on Card—14 Kt. Gold All Colors 
Pat. Feb. 20, 1917 Pat. Feb. 20, 1917 
Pat. May 25, 1920 Pat. May 25, 19290 
Method Patented Pat. No. 1712276 

May 7, 1929 
THE LION SAFETY PIN CLUTCH CO. 
20 West 22nd St., New York Or Jobber 

















REEVE & MITCHELL CO. 














SINCE 1898 
NON-TARNISHING 


FLANNEL BAGS and ROLLS 


1110 Sansom Street Philadelphia, Pa. 







Ideal for the repair bench. Fine for 
white gold, silver, platinum, novelties, 
etc. Soldering can be done close to 
the stone. 


Ask for circular J.C. 


22 Albany Street 


ee Avon York City 


BUY 
AMERICAN MADE 
WATCH OIL 


Nye prepares a special oil for wrist 
watches 


Order from Your Jobber 


A\ 41.) Ge ee D 6 Ore i Oe 
New Bedford Mass. 


NON-TARNISHING FLANNEL 


ROLLS and BAGS 


FOR SILVERWARE 


Bridgeport Bag & Jewelry Case Co. 
New Address—25 Wells St., Bridgeport, Conn. 


A complete line of Rebuilt ELGIN, WALTHAM and 
ether American standard make watches in new cases. 
Hamilton—Illinois—Howard—Elgin 21-J. RB. R. 
watches in original cases, at very low prices. Price list 
upon request. 

PLONSKY & GREENBERG 
76 Bowery Tel. DRy Dock 4-7563 New York City 














HAIRSPRINGS 


Go to a specialist with your hairspring troubles. 
Just send balance wheel and bridge, stud and 
collet to vibrate. Flat or Breguet hairsprings, 
Swiss and American, all sizes. 


SWISS HAIRSPRING SERVICE, Ine. 
116 Nassau Street New York City 












































WORKSEOIP WOITTES d- QUTEIRITES 


nm polish. 

Kindly send me formula for making copper polish. 
(Question No. 4834).—H. J. B. 

Answer.—Your question is not very specific. Copper 
may be polished very fine on the lathe buffs by the fol- 
lowing method: Cutting down should be done with a 
felt or rag buff using tripoli composition. When all of 
the scratches have been removed the copper is perfectly 
smooth, then it can be highly polished with your regula: 
red rouge. If you desire a hand polish you may use 
powdered tripoli mixed with thin oil and the copper is 
rubbed until you get a bright surface. 


Soft soldering chromium. 
| have been soldering cheap watch bracelets. I find 
that the Swerter soldering fluid not make the 
solder stick. “The chromium then becomes tarnished from 
the fire and it is very hard to get it clean with cyanide. 
Kindly inform me as to how I should proceed in such 
a case. (Question No. 4835.)—C. F. G. 

Answer.—You will be unable to either soft solder ot 
hard solder chromium-plated articles. ‘The first thing 
for you to do is to dip the parts you wish to soft solder 
into hot hydrochloric acid. ‘This will quickly remove 
the chromium plate. Then you can proceed with the 
soldering in the regular manner. Any part of the 
chromium that is turned by heat will be red or blue. 
This can readily be buffed bright with some green rouge 
applied to the lathe buff. 


does 


Bight dip. 


Will you kindly give me a formula for a solution in 


which I can dip clock plates, so that when they are 


cleaned they will be restored to their original luster. 
(Question No. 4836).—T. O. S. 

Answer.—We believe what you require is what is 
commonly 
plates are 


Assuming that the clock 
made of brass, then you should clean them 
to remove all This can readily be 
Then dry them and run 
through the bright dip, which is composed of sulphuric 


called a bright dip. 
thoroughly grease. 


done with a hot potash dip. 
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acid 100 parts, nitric acid 75 parts and common salt | 
part. After dipping, the article should be rinsed in cold 
water, then in hot water and dried in hot box-wood saw 
dust. It is important to bear in mind that the rinsing 
should be done first with cold water, otherwise, your 
work will be badly stained. Also care should be taken 
that there are no steel parts attached to the plates when 
you dip them as these will also cause stains. It is not 
customary to bright dip clock plates on repair jobs. 


Prating solution. 

Kindly to the materials necessary to 
plate an article of jewelry with the so-called white-gold 
or platinum plates. 
plate? 


inform me as 
Could you explain the new rhodium 
Are the 
materials more easily procured, or is the process as com 
plex as the chromium? Could you tell me the method 
of green-gold plating? (Question No. 4837).—D. J. C 


Answer.—In regard to white-gold or platinum plating, 


Is it as satisfactory as the chromium? 


there is no white-gold plating solution that is satisfactory 
as regards color. A platinum plating solution can be 
made up which will give fairly good results. This solu- 
tion is composed of ammonium phosphate 100 grams, 
sodium phosphate 100 grams, platinum reduced to plati- 
num chloride ten grams. Dissolve the platinum chloride 
in 100 C. C. water, dissolve the ammonium phosphate 
in 100 C. C. water, and add to the solution of platinum 
chloride. Dissolve the sodium phosphate in 100 C. C. 
water and stir into the platinum solution, when the pre 
cipitate previously formed will redissolve. 
smell of ammonia has disappeared. 


make up the evaporation. 


Boil until the 
Then add water t 
This bath should be used hot 
with a platinum anode. 

The new rhodium plate is the whitest and hardest finis! 
How 


ever, the formula for this process is patented and we are 


that has been developed for the jewelry business. 
unable to help you. Rhodium is far superior in every 
way to chromium plating. 

made follows: First 
make up a roman coloring solution and add silver solution 
a few drops at a time with constant stirring until you are 
With this use an anode 
composition of 19 parts gold and five parts silver. 


Green gold solution can be as 


about to produce a green gold. 
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Special Notices. 


Payable invariably in advance. 

Rates under all headings except 
“Situations wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 

SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. a 
word. 

Heavy type, $3.00 for first 25 words. 
Additional words, 10c. a word. 

Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 

If answers are to be forwarded, 15c. 
extra to cover postage must be en- 
elosed. 

Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 

Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 

Special notice forms close 20th of 
month. 

Unless the advertiser instructs us to 
publish his name and address, all answers 
will be directed care The Jewelers’ 
Circular. 

In answering ads, do not enclose origi- 
nal letters of recommendations, send 
duplicates. 

To avoid unnecessary correspondence 
mention your location in the advertise- 
ment. 


Jewelers Publishing Corporation 
Main Office. 239 W. 39th St., N. Y. 








Situations Wanted. 


Under this heading, 75c. for first 
25 words, 5c. for each additional 
word; minimum charge, 75c. 


STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished, no_ charge. 
Fulton Agency, 93 Nassau St., Cort 
7392, New York. 











STENOGRAPHER-TYPIST, young lady, 
high. school graduate, bright, desires 
position; small salary. Address “F., 
7049,” care Jewelers’ Circular. 





WATCHMAKER, SALESMAN and en- 
graver, desires to affiliate with high- 
grade concern. Address “Y., 7154,” care 
Jewelers’ Circular. 





SALESMAN, 15 years’ experience with 
the best Greater New York trade; 
highest ‘type references. Address “D., 
7139,” care Jewelers’ Circular. 


COMBINATION MAN, engraver, jeweler, 
clock and watchmaker; American, 
years’ experience; best references. Ad- 
dress “C., 7238,” care Jewelers’ Circular. 





A-1 WATCHMAKER, 17 years’ experi- 
ence on high grade watches, desires 
permanent position; can furnish best 
references. <A. Kleinberg, 333 Roebling 
St., Brooklyn, N. Y. 





YOUNG MAN, 24, neat appearing, de- 
sires position with wholesale or retail 
concern, anywhere; five years’ experi- 
ence; best references. Address “A., 
6974,” care Jewelers’ Circular. 





A-1 WATCHMAKER and mechanic, ex- 
pert on high-grade good American and 
Swiss complicated watches; reference. 
— “L., 7134,” care Jewelers’ Cir- 
cular, 





WATCHMAKER AND SALESMAN with 
cash and credit managerial experience, 
desires to affiliate with high-grade con- 
cern. Address “W., 7153,” care Jewel- 
ers’ Circular. 





YOUNG MAN, 29, thorough knowledge 
of fine diamond jewelry and precious 
stones, wishes position with manufac- 
turer or stone house. Address “C., 
7158,” care Jewelers’ Circular. 





WATCHMAKER, age 45; wife only: go 
anywhere; my work is my reference; 
other references also; small salary or 
commission. W. L. Etheridge, General 
Delivery, Charlotte, N. C. 





YOUNG MAN, 21, desires position as as- 
sistant watchmaker, to finish trade; 
general knowledge around store; refer- 
ences. Address “Watchmaker,” P. O. 
Box 640, Waycross, Ga. 





YOUNG MAN, 30 years of age, single, 
wishes position as watchmaker, jeweler 
and engraver; just finished course at 
Bradley ; will work reasonable. Robert 
Butaud, Box 533, Abbeville, Louisiana. 





A-1 WATCHMAKER, German, on high 
grade Swiss and American watches; 
best references; prefer small town, 
West. Address “J., 7168,’ care Jewelers’ 
Circular. 





WATCHMAKER, JEWELER, engraver, 
stone setter, fair salesman, sober, de- 
pendable, capable of taking complete 
charge of small store. P. O. Box 765, 
Gastonia, N. C. 





FOREMAN, former manufacturer of gold 
rings and scholastic jewelry, familiar 
with tools and dies; able and reliable. 
William Schobel, 449 Ridgewood Ave., 
Brooklyn, N. Y. 








IF YOU ARE IN NEED of a watchmaker, 
jeweler or optician, write to Henry 
Paulson & Co., 37 So. Wabash Ave., 
Chicago, Ill. 





JEWELER, experienced gold and plat- 
inum, new and repairs, on watch cases, 
wants position; store preferred. Ad- 
dress “C., 7138,’ care Jewelers’ Circular. 





ENGRAVER and diamond setter on plati- 
num and white gold; experience; Span- 
ish. Address “A. H.,” 208 W. 85th St., 
Apt. 3-E, New York. 





EXPERT WATCHMAKER and engraver ; 
knowledge of optics; 18 years’ experi- 
ence; A-1 references. Write “John,” 
1115 E. 62nd St., Chicago. 





WATCHMAKER, age 30, experienced on 
all makes of watches and clocks; Al 
references. Address ‘A., 7258,” care 
Jewelers’ Circular. 





SALESMAN WITH CAR desires represen- 
tation in Pennsylvania, Middle West 
and part South; nine years with last 
firm. Address ‘K., 7203,” care Jewelers’ 
Circular. 





EXPERIENCED WATCHMAKER wants 
job; fiat top diamond setter, and plain 
engraving; $35 per week; married; age 
ae Warren, Gen. Del., Chester, 





WATCHMAKER, 30 years old and mar- 
ried, eight years at bench and waiting 
on trade, would like steady position ; 
best of references. Address M. W. 
Jacobson, Dows, Iowa. 





DESIGNER AND JEWELER, young man, 
experienced on fine platinum and gold 
jewelry, desires position with high class 
concern; best references. Address “B., 
7188,’’ care Jewelers’ Circular. 





eee a 


JEWELER AND DIAMOND SETTER, 
good all-around man for shop; some 
experience in watch work and engray- 
ing; store preferred. Address “H,, 
7200,” care Jewelers’ Circular. 





YOUNG MAN, 21, two years’ experience 
with wholesale jewelry concern in 
shipping department; best references, 
Address David Goldberger, 916 E. 176th 
St., Bronx, N. Y. 





EXPERIENCED pawnbroking clerk and 
salesman, desires connection; best of 
references; reliable and not afraid of 
work. Address “E., 7216,” care Jewel- 
ers’ Circular. 





SALESMAN, Middle West or South, would 
like to represent a high-grade jewelry 
house; best of reference; 18 years’ ex- 
perience. Address “A., 7195,” care 
Jewelers’ Circular. 





EXPERIENCED SALESMAN, acquainted 
Fifth Avenue trade, desires line for 
1932; gold novelties or high-grade 
jewelry. Address “C., 7196,’ care. 
Jewelers’ Circular. 





SALESMAN, 15 years’ experience in 
South, desires first class jewelry, ring 
or novelty line for next year; following; 
best of references. Address “F., 7198,” 
care Jewelers’ Circular. 





INSTALMENT JEWELRY SALBSMAN 
desires connection with a reliable house: 
best of references: can take charge of 
branch store. Address “G., 7217,” care 
Jewelers’ Circular. 





EXPERIENCED WATCHMAKER, gradu- 
ate of Bowman Technical School and 
Junior Certified, desires a position ; best 
of reference. Address “J., 7190,” care 
Jewelers’ Circular. 





SALESMAN, well-known among jobbing, 
department stores and retail jewelers for 
New York and New England states, 
open for line; references. Address “L., 
7222,” care Jewelers’ Circular. 





YOUNG LADY, five years’ experience in 
factory office of manufacturing concern 
as general office worker. Miss Saslaff, 
1726-62nd St., Brooklyn, N. Y. Utrecht 


6-3223. 





A-1 WATCHMAKER, good all-around 
mechanic, long in charge of watch re- 
pair department, wishes position with 
reliable house. J. Manner, 362 Wads- 
worth Ave., Apt. 21, New York. 





BOOKKEEPER-SECRETARY, 15 years’ 
experience diamond office, complete 
charge ; best reference; moderate salary. 
Miss J. Greenstein, 975 Sherman Ave., 
Bronx, N. Y. Topping 2-1767. 





A-1 WATCHMAKER, years of experience 
on high-grade watches; fine tools; can 
make parts; best references; will accept 
any offer. Address “Q., 7251,” care 
Jewelers’ Circular. 





BOOKKEEPER AND STENOGRAPHER, 
over 10 years’ experience jewelry line; 
thorough knowledge all detail work; 
capable taking charge; references. 
— “A., 7065,” care Jewelers’ Cir- 
cular. 





WATCHMAKER, 10 years’ experience 
Swiss and American watches, desires 
permanent position; best references; 
own tools; married; reasonable salary. 
— “K., 7077,” care Jewelers’ Cir- 
cular. 





